How to pay your salesmen 
more money and make a 


profit on the raise— 
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How to work a sales terri- 
tory so that none of the busi- 
ness will slip through your 


fingers — 
Page 303 


How to put a sales twist in 
credit letters that will speed 
up collections without mur- 


dering good will— 
Page 309 


How to lay the smart-aleck 


buyer on his back and make 
him like it to boot— 


Page 344 
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Will YOU Profit by the Experience of the 
Southern Pacific Railroad ? 


The Southern Pacific Railroad System is 
using 288 Dictaphones. Their use is general 
on this road from the Federal Manager's 
Office to that of the Station Freight Office. 
The accounting department has a daily aver- 
age of 117 letters per transcribing operator. 
The Dictaphone is demonstrating every day 


“ DIC TAPAVN 


to this railroad system that its use is a facility 
by which a large volume of correspondence 
is gotten out at greater speed and much lower 
cost than formerly. Whether your office 
is large or small, we are ready to install 
Dictaphones in your office, on your work. Put 
it up to The Dictaphone. 


Reg. U.S. Pat. Off. and Foreign Cauntries 


“*The Shortest Route to the Mail-Chute’’ 


\ 

American Railway Express, New York, 
N. W. Fulmer, General Purchasing Agent, says: 
“On a one month's test, covering | 8 operators 
with an average output of 1,591 letters per 
day, we found the cost for transcribing a little 
under 3%4c per letter.” 


The American Rolling Mill Company, 
Middletown, Ohio, says: “We have 68 
Dictaphones in use. The Dictaphone system 
has proved itself in our work to be greatly effici- 
ent, a time saver as well as a saver of expense.” 


Branches Everywhere. 


Deere & Webber, Minneapolis, say: 
“Generally speaking, we find that operators 
transcribing from The Dictaphone can get 
out 20 to 23%% more letters in a day than 
when they were obliged to take shorthand 
notes and transcribe from the same.” 


New York, Chicago & St. Louis Railroad 
(Nickel Plate), Cleveland, C. A. Beck, Chief 
Clerk, says: “We are using at present approxi- 
mately 100 Dictaphones in our various de- 
partments with mighty gratifying results.” 


Phone or write for convincing demonstration in your office, on your 
work. Branches in all principal cities — see your telephone book. 


THE DICTAPHONE, Woolworth Building, New York City 
Write for Booklet, “The Manat the Desk’’ 


There is but one Dictaphone, trade-marked ““The Dictaphone,”’ made and merchandised by the Columbia Graphophone Co 


Direct Advertising 
is Making 


New Records Every Day 


(Trade Mark) 
Reg. U. S. Pat. Off. 


Direct advertising is the most powerful pro- 
ducer in the business field. 


Recently 2500 letters were sent out for a tire 


concern which brought in direct orders for over 
$100,000 worth of business inside of a month. 


For fifteen years Buckley, Dement & Company 
have specialized on direct advertising, and are 
familiar with its many phases. 


Our organization handles the work complete 
from the idea to the mail-bag in our own shops, 
including: 


Planning Priniing 

Layout Folding 

Copy Addressing 
Artwork Stamping 
Engraving Mailing ; 


We will be glad to discuss your selling conditions 
and merchandising plans with you, entirely with- 
out obligation. A suggestion made to one of 
our customers saves them $350 every month. 


This is the seed time for direct advertising—the 
time to select your choice of customers for 
future business. 


Won’t you drop a postal to us and we will be glad to 
have our service man call and tell you about our facil- 
ities for producing business through direct advertising. 


BUCKLEY, DEMENT & Co. 


‘First in Direct Advertising’’ 
635 Sherman Street Chicago 
Telephone Harrison 850 


Published and Copyrighted, 1920, by The Dartnell Corporation, 223 W. Jackson Blvd., Chicago, Ill. Subscription price $2.50 @ year in advance. 
second class matter March 12, 1919, at the Post Office at Chicago, Ill., under act of March 3, 1879. 
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Modernize Your Catalog 
like other Leading Salesmanagers 


-the Changeable’ ’ Loose-Leaf Way e 


Selling Costs are Less! Sales Information Complete! Profits Greater! 


If your catalog is a bound book, you owe it to yourself and to your firm to change it to a loose-leaf catalog 
for economy's sake alone—to say nothing of its added efficiency and utility. Unsteady marketing condi- 


tions and prevailing high costs make it imperative that you save time, effort and materials wherever pos- 
sible. 


A comparison of printing costs of “tight-bound” catalogs and the Modern BADGER Loose-Leaf way re- 
veals a surprising saving in the use of the up-to-date method! 


Then figure the costly “time element”—how much quicker and easier is the Badger “Changeable” Loose- 
Leaf way. New, up-to-the-minute pages will replace the obsolete ones in a fraction of a minute. Your 
Salesmen and your Dealers will be sure of themselves; they can confidently take orders on a basis that 


they know will be accepted in your office. And produce More Sales and Greater Profits 
in Less Time for you! 


Badger Loose-Leaf Catalog Binders!! 
—the Best - by Test - Everywhere 


Our experience in assisting hundreds 
of progressive Sales-managers to con- 
vert their catalogs from the tight-bound 
to the loose-leaf method will undoubt- 
edly be of great value to you in chang- 
ing your catalog. Write us 
TODAY—get the Facts! 

Let us show you, without 

any cost or obligation on 

your part, how Modern 

Catalog Methods In- 

crease Sales at Lower 

Selling Expense. 


MILWAUKEE = 


Originators - in 1899 - of the Loose-Leaf System of Catalog Binding 


‘‘Change the page for the sake of the Catalog—instead of 
changing the Catalog for the sake of the page’”’ 


: 
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“ Nearly 
everybody 
worth while 


reads 


Cosmopolitan” 


250 ROOMS 


250 BATHROOMS 


OEE fason 


GEORGE H.MASON, 
MANAGER 


JACKSONVILLE, FLA, 


Decembér 
30th 
1919. 


MANAGERS OFFICE 


Mr. J. Mitchel Thorsen, 
Business Manager, 
Cosmopolitan Magazine, 
New York City. 


My dear Sir: 


It gives me pleasure to advise 
you that not only during the winter season, 
when the Mason is thronged with tourists 
from all parts of the country, but also 
during the summer months, the Cosmopolitan 
has @ larger sale than any other magazine 
among our guests. 


Yours very truly, 


Manager. 
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Are Salesmen Underpaid?r 


In our September, 1919, issue we published an article showing the comparative increase in sales- 


men’s earnings since I914. 
the line. 


larger cities. 


SUBSCRIBER in Trenton writes as 
follows: “This spring the demands 
from gur salaried salesmen for 
wage increases have been many and in- 
sistent. The temper of the men seems to 
be that the cost of living is so great that 
they simply musi have more money, and 
in many cases the men are willing to resign 
and take a chance of earning considerably 
more in either their own or another line. 
The difficulty is that in some lines, where 
profits have been and still are above normal, 
salaries have been doubled and _ trebled. 
The salesmen hear of these other salesmen 
making the big profits and quite naturally 
They read in the papers 
of shoe clerks getting a minimum wage of 
$40 a week, and of plumbers in Birming- 
ham getting $10 a day with double time for 
overtime. At the present rate plumbers 
will be busy for some years to come and 


become envious. 


will have steady work. A steady worker 
without overtime would make $3,744 a year. 
This average is considerably higher than 
our salesmen are making. We are inclined 
to put a general raise of salary into effect, 
hut would first of all like to hear from 
other sales managers. What are you 
doing? How much have they increased 
salaries since last August?” 


Have Raised Salesmen Forty Per Cent 


To help. this subscriber, and the many 
others faced with a similar problem, we 
have made inquiry among representative 
concerns. We find that in some cases, es 
pecially in the building material field, 
salaries have been raised liberally. One 
wall board manufacturer has increased his 
men on an average of forty per cent. But 
he majority of concerns are proceeding on 

theory that salesmen should not be 
mpared with the day laborer, particularly 
ilaried salesmen, because the shortage of 


“et, Wheels 15 CHO Chet FR eos lve tin 


ne 


, 
Sight wage scales, is a temporary 
dition 


When supply again overtake 


Should the salesman’s salary be-increased? 


demand, wages will either come down or 
work will be irregular. Labor will earn 
less. A salesman working on a salary, 
however, cannot be cut, neither can he be 
laid off if work is slack. Consequently 
there are few concerns that feel inclined to 
jeopardize the future by radical salary in- 
creases. The opinion is deeply seated in 
all quarters that sooner or later the payroll 
will have to be pruned severely, if the 
business is to survive, and the axe must 
fall on the worker who is getting more 
than the market. A large soap manufac- 
turer reports that they have made a num- 
ber of increases in their salaried staff since 
last August—the salesmen who call on the 
jobbing trade—and the minimum salary 
being paid this class of salesmen is now 
$250 a month. This concern also operates 
a number of commission salesmen. It has 
recently ruled that no salesmen will be 
retained in a territory unless he averages 
over $135 a month in commissions. This is 
an increase of about 30 per cent in the min- 
imum business required from a man 


Wage Scale Pivots on Product 

It is very significant to note in analyzing 
the answers to our inquiry that practically 
all concerns, excluding only those selling 
on a straight commission, are either using 
or contemplating the use of some sort ot 
a bonus arrangement. To quote a large 
manufacturer of farm implements 

“We pay our travelers a base salary or 
drawing account with their expenses, fur 
nish them with an automobile and pay the 
upkeep of it. We 
each territory This base 


figure a sales base tor 
works automat 
ically, that is to say, it rises or falls witl 
the price of the product \fter the tra 

eler has sold goods up to the mount ! 
his sales base, he is paid a certain pet 
centage until a tot il salary and comn 


reaches a fixed amount, and thet 


commiccten =;; aii eurther sales We try 
, oh . +? 1? He | , 
ihe salari 
in normal times, and use a monthly w 
bonus to take care i the rt ne ts 


That was six months ago. Since then wage scales have advanced all down 
Some of the trades operating on a wage scale fixed by the cost of living have been awarded 
from ten to fifteen per cent increase in wages. Rents have advanced from 25 to 100 per cent in the 


If so, how much? 


living. Our idea is that when the pendu- 
lum swings back, as it surely will some day, 
the traveler’s compensation can be more 
easily adjusted to most conditions by the 
case of a war bonus. 

“We have made only two flat raises in 
salary since last August. The traveler’s 
net earnings will be greater than last Au 
gust. The minimum salary we pay exclu 
sive of the war bonus is $125 per month 
We believe in the salary and commission 
plan, because we are after the potential 
market, and we believe that that is the best 
way to get it. A traveler who is working 
on a flat salary will easily become satisfied 
with a certain volume of sales. The salary 
and commission plan shows him that | 
hard work he can increase his earnings 


Our travelers are contented and happy, a 
far as we can judge. 

A large jobbing house, one employing 
several hundred salesmen, has attempted 
to solve the problem by paying | 
on the sale of the more profitable item 
It is by no means a new idea in this field 
but nevertheless, it is a very effective wa 
of solving the present problem The sak 
men thus automatically increase t 


salaries 
How About Some Prize Money? 
\ Western baking powder man 
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MANAGER'S OFFICE 


Mr. J. Mitchel Thoreen, 
Business Manager, 


Cosmopolitan Magazine, 
New York City. 


My dear Sir: 


It gives me pleasure to advise 
you that not only during the winter season, 
when the Mason is thronged with tourists 
from all parts of the country, but also 
during the summer months, the Cosmopolitan 
has &@ larger sale than any other magazine 
among our guests. 


ws Yours very truly, 


Manager. 
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re Salesmen Underpaidr 


In our September, 1919, issue we published an article showing the comparative increase in sales- 


men’s earnings since I914. 
the line. 


larger cities. 


SUBSCRIBER in Trenton writes as 
follows: “This spring the demands 
from our salaried salesmen for 
wage increases have been many and in- 
sistent. The temper of the men seems to 
be that the cost of living is so great that 
they simply must have more money, and 
in many cases the men are willing to resign 
and take a chance of earning considerably 
more in either their own or another line. 
The difficulty is that in some lines, where 
profits have been and_ still are above normal, 
salaries have been doubled and trebled. 
The salesmen hear of these other salesmen 
making the big profits and quite naturally 
become envious. They read in the papers 
of shoe clerks getting a minimum wage of 
$40 a week, and of plumbers in Birming- 
ham getting $10 a day with double time for 
overtime. At the present rate plumbers 
will be busy for some years to come and 
will have steady work. A steady worker 
without overtime would make $3,744 a year. 
This average is considerably higher than 
our salesmen are making. We are inclined 
to put a general raise of salary into effect, 
but would first of all like to hear from 
other sales managers. What are you 
doing? How much have they increased 
salaries since last August?” 


Have Raised Salesmen Forty Per Cent 


To help this subscriber, and the many 
others faced with a similar problem, we 
have made inquiry among representative 


concerns. We find that in some cases, es- 
pecially in the building material field, 
salaries have been raised liberally. One 


wall board manufacturer has increased his 
men on an average of forty per cent. But 
the majority of concerns are proceeding on 
the theory that salesmen should not be 
compared with the day laborer, particularly 
salaried salesmen, because the shortage of 
labor, which is the chief reason for the 
present high wage scales, is a temporary 
condition. When supply again overtakes 


Should the salesman’s salary be-increased? 


demand, wages will either come down or 
work will be irregular. 
less. 


will earn 
A salesman working on a salary, 
however, cannot be cut, neither can he be 
laid off if work is slack. Consequently 
there are few concerns that feel inclined to 
jeopardize the future by radical salary in- 
creases. The opinion is deeply seated in 
all quarters that sooner or later the payroll 
will have to be pruned severely, if the 
business is to survive, and the axe must 
fall on the worker who is getting more 
than the market. A large soap manufac- 
turer reports that they have made a num- 
ber of increases in their salaried staff since 
last August—the salesmen who call on the 
jobbing trade—and the minimum salary 
being paid this class of salesmen is now 
$250 a month. This concern also operates 
a number of commission salesmen. It has 
recently ruled that no salesmen will be 
retained in a territory unless he averages 
over $135 a month in commissions. This is 
an increase of about 30 per cent in the min- 
imum business required from a man. 


Labor 


Wage Scale Pivots on Product 

It is very significant to note in analyzing 
the answers to our inquiry that practically 
all concerns, excluding only those selling 
on a straight commission, are either using 
or contemplating the use of some sort of 
a bonus arrangement. To quote a large 
manufacturer of farm implements: 

“We pay our travelers a base salary or 
drawing account with their expenses, fur- 
nish them with an automobile and pay the 
upkeep of it. We figure a sales base for 
each territory. This base works automat- 
ically, that is to say, it rises or falls with 
the price of the product. After the trav- 
eler has sold goods up to the amount of 
his sales base, he is paid a certain per- 
centage until a total salary and commission 
reaches a fixed amount, and then a certain 
commission on all further sales. We try 
to fix the salaries so that they will be fair 
in normal times, and use a monthly war 
bonus to take care of the rising costs of 
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That was six months ago. Since then wage scales have advanced all down 
Some of the trades operating on a wage scale fixed by the cost of living have been awarded 
from ten to fifteen per cent increase in wages. Rents have advanced from 25 to 100 per cent in the 


If so, how much? 


living. Our idea is that when the pendu- 
lum swings back, as it surely will some day, 
the traveler’s compensation can be more 
easily adjusted to most conditions by the 
case of a war bonus. 

“We have made only two flat raises in 
salary since last August. The traveler’s 
net earnings will be greater than last Au- 
gust. The minimum salary we pay exclu- 
sive of the war bonus is $125 per month. 
We believe in the salary and commission 
plan, because we are after the potential 
market, and we believe that that is the best 
way to get it. A traveler who is working 
on a flat salary will easily become satisfied 
with a certain volume of sales. The salary 
and commission plan shows him that by 
hard work he can increase his earnings. 
Our travelers are contented and happy, as 
far as we can judge. 

A large jobbing house, one employing 
several hundred salesmen, has attempted 
to solve the problem by paying premiums 
on the sale of the more profitable items 
It is by no means a new idea in this field, 
but nevertheless, it is a very effective way 
of solving the present problem. The sales- 
men thus automatically increase their own 
salaries. 


How About Some Prize Money? 


A Western baking powder manufacturer 
normal earnings. These contests are for 
substantial sums of money, and there are 
enough of them so that during the year 
practically every salesman gets a share of 
the bonus money. The advantage of this 
plan over that of paying a lump bonus 
without any effort will at once be appar- 
ent to any thinking executive. In the first 
place, it develops the organization, bringing 
out the best qualities in the men, and in 
the second place it holds out for each indi- 
vidual member the hope of big winnings 
sooner or later. 

The most commendable plan brought to 
our attention was that of a middle west 
motor car manufacturer. It provides for 
the members of the sales and advertising 


departments sharing the profits on the sav- 
ings. Under present conditions in his, as 
in many other lines, there is less need to 
encourage the men to go out and get busi- 
ness, as there is to conserve profits after 
the business is on the books, and in mat- 
ters of sales and advertising adminisira- 
tion. The bonus plan, therefore, was 
worked out so that if the twin departments 
effected. through concerted action, a saving 
over the sum appropriated for sales and 
advertising expense, then part of that sum 
would be distributed among the members 
of that department. Inasmuch as the plan 
is of a kind which can readily be adapted 
to other lines of business, we will briefly 
discuss its salient features, although in 
general principle it differs but little from 
numerous other profit sharing and bonus 
plans in use by concerns. 

The basis of the plan is a budget. In 
this budget the total sales, based on maxi- 
mum factory production, was set down as 
a working base. The output was then 
classified according to product—10% road- 
sters, 10% sedans, 80% touring. It was 
next classified according to sales outlets— 
10% to dealers, 90% to distributors. From 
this the discounts were figured—25% to 
distributors, 18% to distributors including 
export. Multiplying these figures by the 
list price, as of January ist, gave the total 
sales to both distributors and dealers. An 
arbitrary percentage of 5% on the direct 
dealers’ business and 314% on the distrib- 
utors’ business was then figured to repre- 
sent the percentage allowed for sales and 
advertising. 

Laying Out a Sales Budget 

Having determined how much the com- 
pany could afford to spend for selling and 
advertising during the coming year, each 
department manager was then required to 
prepare a budget forecasting his require- 
ments. Some of the items included in the 
sales department’s budget were field super- 
visors, service men, sales manager’s assist- 
ants, sales department clerical help, sales 
instruction book, printing of contracts, 
house organ, etc., and a round figure repre- 
senting the usual items of overhead charge- 
able against the sales department. The 
exhibits were also included, and a certain 
amount set aside to cover emergency ex- 
penses. 

The bulk of the fund, approximately 
75% of it, however, was appropriated for 
advertising. Two-thirds of the total ap- 
propriation went into publication space. 
Three per cent into bill boards, twelve per 
cent into printed matter generally, the 
same amount for department operation and 
about two per cent for publicity work. 

The plan is to cast up the figures at the 
end of this year and see exactly how much 
less the actual expenses were than the 
amount appropriated. This difference is 
then divided equally between the company 
and the employes of the two departments. 
The half going to the sales and advertising 
workers is divided in proportion to sala- 
ries, under the following plan: For each 
full year of continuous employment, 10% 
to be added to the amount of salary re- 
ceived through the year for the purpose 
of appropriating the bonus fund. In case 
of leaving the employ of the company dur- 
ing the year the bonus is forfeited, except 


in the case of illness or death in which 
case bonus is paid pro rata. 

Some of the advantages claimed for this 
plan by its originator are that it provides 
for a method of computing advertising 
appropriation so that it will fluctuate with 
production and the rise and fall of the 
market. It improves the efficiency of the 
department workers, making them feel that 
it is their money they are handling. It in- 
creases the profits of the company as well 
as provides funds so that workers may be 
tided over the present era of high prices. 
It provides an incentive for the sales force 
to obtain the highest prices and allow the 
smallest discounts. It reduces the labor 
turnover. It stimulates team work in the 
selling force. And above all, it develops 
methods and habits now which will 
entrench the company against the day in 
the near future when competition will be 
more keen and the market for automobiles 
will have reached its saturation point. 


Summing up it is the consensus of 
opinion that salesmen should not be raised 
more than the decrease in the buying power 
of the dollar warrants—which, as above 
stated, amounts to but a small increase 
over the last six months. They should, 
however, be increased on that -basis, with 
the understanding that salaries may be 
readjusted downward in the same way 
later on. The same end can be attained 
by a bonus plan based on sales and profits 
as outlined above. But there is nothing 
in the situation, either so far as what com- 
mon labor is earning or profits that are 
being made, that warrants radical increases 
in salary to salesmen. The salaried sales- 
man must look at his salary over a period 
of years. When business is off he must 
be carried along at a loss until it improves 
and for that reason the desire to share the 
profits and shirk the losses, which is com- 
mon among salesmen today, is basically 
unsound. 


Middle West. 


with George 


10 State Street 
BOSTON 


We maintain no branch offices 


according to the generally understood 
meaning of the term. 
us through our Chicago Office you deal 
with George Batten Company of the 
If you deal with us 
through our Boston Office you deal 
Batten Company of 
New England. The services rendered | 
through either office are as complete 
and effective as those rendered at our 
headquarters in New York and as sound 
as human resources can make them. 


GEORGE BATTEN COMPANY, Inc. 
William H. Johns, President 
Advertising 


381 Fourth Avenue 
NEW YORK 


If you deal with 


McCormick Bldg. 
€HICAGO 
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How I Size Up the Price Situation 


By J. B. Wright 


General Sales Manager, Earl & Wilson, Troy, N. Y. 


There is a dead line beyond which prices must not go. If they do the law of diminishing returns 
will get them. When will that dead line be reached? Has tt been reached already? These are two 
questions of grave concern to the sales manager who is selling a competitive price commodity. So we 
have asked Mr. Wright, who has just returned from a three months’ trip covering practically every 
section of the United States, to give us the benefit of his views. His views may not be your views, but 
just the same, they will be interesting. 


OU ask me how I size up the price 
VY situation, in the light of the three 
month trip which I have just com- 
pleted. It is a big subject to cover in a 
brief letter, but I have been helped so 
much by having access to the views of 
other sales managers in Sates MANAGE- 
MENT that I am glad to be able to “chip 
in” mine for what they may be worth. 
The feeling seems general that the “ex- 
travagant buying period” is over and that 
retail buying will be upon a different basis 
in the next six months. This does not 
forecast disaster or poor business. It 
merely means a more sane, consistent buy- 
ing attitude on the part of the consumer. 
This will act as a stabilizer of business 
and will make it possible for manufacturers 
and retailers to keep their buying on a 
safer basis than has been possible in the 
past. 


The Changing Strata of Wealth 


Prices in our particular line have risen 
tremendously during the past three or four 
years. Collar goods have advanced from 
three hundred to four hundred per cent. 
Shirtings in some cases have gone even 
stronger than this. In addition to high 
prices, we have had difficulty in getting 
sufficient quantities and deliveries generally 
have been late. 

The millions of people in this good old 
United States whose salary has been in- 
creased from one hundred to one hundred 
seventy-five per cent in the past five years 
have been responsible to a considerable 
extent for the extravagant buying that 
has gone on. The business and profes- 
sional men I should say have tightened 
up rather than the opposite, but in the 
case of the masses increased earnings have 
had the tendency to effect a desire for a 
new standard in wearing apparel, in living 
quarters, etc. Rents have gone up tre- 
mendously. There is a shortage of up-to- 
date houses and moderately priced apart- 
ments. There are more families than 
homes, but this only applies to a certain 
type of home—the tenements, the squalid 
cottage, etc, can be had at almost any 
price. 

The answer is very easy—the people that 
formerly lived in these homes have in- 
creased their earnings sufficiently to look 
for better living conditions with the re- 
sult that there is a shortage and the short- 
age has caused a big advance in rents 
due to the waiting list. 

These same masses have caused a short- 
age on many other items for some little 
time now. Take silk shirts for an exam- 
ple—the demand for silk shirts has been 


very heavy up to the present time. Silks 
have been continually going up until now 
they are nearly prohibitive either for busi- 
ness men or the working classes. 

The situation as it stands at the present 
time presents a problem which should be 
of great interest to many Sales Managers 
in the wearing apparel line. There is a 
liniit as to the prices the masses can pay 
based on present earnings and manufac- 
turers should know what that maximum 
is and should keep within the demands 
of their customers. 

In a very short time the United States 
government will publish a report showing 
the number of families earning various 
incomes and it will be very interesting to 
compare this analysis with the analysis 
that was published early in 1919, and which 
was analyzed from the 1918 income tax 
reports. 

The report taken from the 1918 analysis 
showed 7,288,000 families in the United 
States whose average income was less than 
$850 yearly. The actual earnings of these 
millions are not known to the government 
for the reason that they did not secure 
any report on them. However, they did 
have an accurate report of family incomes 
from $850 up and these were divided into 
forty-seven different divisions. The divi- 
sions running to the $1,600 group were as 
follows: 

What Families Earn 


Earnings from $850 to $1,000 
amounted to 3,590,000. 
Earnings from $1,000 to 
amounted to 3,525,000. 
Earnings from $1,100 to 
amounted to 2,262,000. 
Earnings from $1,250 to 
amounted to 1,826,000. 
Earnings from $1,350 to 
amounted to 1,602,000. 
Earnings from $1,500 to 
amounted to 1,228,000. 


yearly 


$1,099 yearly 


$1,249 yearly 


$1,349 yearly 


$1,499 yearly 


$1,599 yearly 

You will immediately note, therefore, 
that in 1918 there were in the neighborhood 
of twenty-four million families in the 
United States whose average income was 
$30 weekly and less. 

It is very interesting to know these fig- 
ures and we expect the 1920 analysis that 
will be published in the near future will 
disclose a totally different check up. 

Every Sales Manager appreciates that 
earnings regulate to a considerable extent 
the purchases of the big masses of people 
in the United States who comprise the 
workers. Many manufacturers are still of 
the opinion that they can continue to 
trade up their lines and by “fussing” them 
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up here and there get even higher prices 
for them than they have been receiving. 

We, however, are of the opinion that 
there is a limit on many articles, particu- 
larly wearing apparel, and that this limit 
has been reached. Manufacturers should 
devote more time to the developing of 
lines of merchandise that have a good ap- 
pearance, that are manufactured of sub- 
stantial goods, that have clean cut style 
and that are priced within reason. 

I found in my travels a number of ex- 
tremely successful merchants who under- 
stand and appreciate this situation. Their 
policy right up to now has been to buy 
the highest priced lines and grades placed 
before them by manufacturers. They are 
beginning to realize that following this 
policy will cause trouble, that their store 
will lose many customers and in addition 
that they will lose good will because the 
buying masses are beginning to get sick 
and tired of extremely high priced mer- 
chandise. 


Too Much High Price Talk 


One of the most successful merchants 
in the state of Texas was so interested 
in this particular situation that when I 
visited his store we held a regular con- 
ference and he summoned to his office 
practically every department head in his 
organization. He wanted them to become 
sold on the policy of keeping away from 
extremely high priced goods and he suc- 
ceeded one hundred per cent, for each buyer 
when reminded of the condition that was 
growing and growing fast, saw the situa- 
tion. clearly and decided to regulate his 
buying policy for Fall and for Spring 1921 
accordingly. 

Adopting this policy does not necessarily 
mean that dealers must carry “trashy” 
lines. It simply means a more thorough 
and more constructive analysis of the pres- 
ent situation. 

We have been riding along on a con- 
stantly rising market for some time with 
never any thought that there might be a 
snag under the surface that would rip a 
hole in the boat and naturally wet our 
feet and then some. Practically every 
“live” dealer talked to saw this situation 
when he was reminded of it. 

The feeling seemed to be general that 
business would continue throughout the 
entire year of 1920 good, provided the 
proper buying policy was adopted by man- 
ufacturers and by dealers. It is hazardous 
for manufacturers and for retailers to 
keep “hammering” and driving on ex- 
tremely high priced merchandise. 

The talk a year ago as regards prices 


for 1920 was one hundred dollar suits, 
twenty-hve dollar shoes, twenty dollar hats, 
etc., etc., and yet we all know that the 
actual unit business that is being done and 
will be done on merchandise at these 
prices is small and is naturally limited 
on account of the earning capacity of the 
masses of this country. 

There is another angle. Constantly 
showing to the customer high priced mer- 
chandise irritates him. He will go so far 
and no further. He then decides to cut 
his unit purchases wherever possible. He 
makes up his mind that the prices that 
are brought to his attention must be max- 
imum and that necessarily a drop will 
soon come about. So then he starts playing 
the waiting game and considering the finan- 
cial condition of the trade generally and 
of a large percentage of manufacturers, it 
is extremely easy to predict the result if 
this policy were to become firmly fixed in 
the minds of the masses. Manufacturers 
would be forced to cut prices to meet out- 
standing obligations. Before buying the 
new stuff at lower prices, dealers would 
be forced to unload their old stuff at lower 
prices. This would cause prices to go down 
and we all know the general attitude of 
any buyer as regards buying in large quan- 
tities on a high priced market when prices 
generally begin to tumble. There would 
be a halt in buying, a general tightening 
up and who would be the gainer ?—it would 
be better to say who would be the loser? 
The answer might be poor merchandising 
and inability to forecast the future based 
on actual conditions that are before us— 
right now. 


Need for Concerted Action 


It occurs to us that every Sales Man- 
ager should devote his time to studying 
this problem. We intend watching it very 
carefully indeed. We have decided that 
the consumer generally does not want to 
pay over a certain price for shirts and in 
getting together our Line for Fall and 
for Spring we have absolutely refused to 
buy the extremely high priced grades. Yet 
our Line when carefully examined is a 
“cracker-iack.” It is well balanced—it is 
priced within reason at as low a profit 
as possible and it comprises the class of 
fabrics that will give substantial service 
and will make for permanent customers. 
We leave the other business—that is, ex- 
tremely high priced lines, to those of our 
competitors who are anxious to go after 
it. We may be wrong in having adopted 
this policy, but we are of the opinion 
that this policy is good Americanism. It 
makes for stability and for a stronger 
foundation generally. 

If a large percentage of manufacturers 
were to adopt a similar policy it would 
not take long, in our opinion, to strengthen 
the foundations of various concerns and 
to place them in a position to operate 
with more safety in the future. 

These are strenuous days for the Sales 
Department as conditions arise every day 
that we have no theremometer to measure 
by, but every Sales Manager can learn 
a great deal from what is going on around 
him and the knowledge that he accumulates 
will be of great assistance to him when 
the big drive starts for business in two 
or three years. 


Many manufacturers will not expand 
their business simply because of the hazard 
in connection with high prices, the scarcity 
of merchandise and the labor situation. 
These matters will straighten themselves 
out in time, however. 

We recognize that prices are on a per- 
manently higher level. We do not expect 
them to recede to anything like prices that 
existed in pre-war times. 

We also believe that 1920 will see the 
biggest battle as regards the labor situa- 
tion and that beginning with 1921 it will 
will begin to clarify and then the tend- 
ency and the desire to spread, to further 
increase production, to establish new 
branches, new factories, to widen territor- 
ies, to inaugurate high pressure campaigns, 
will come. 

There is just one other item we want to 


mention. We recently mailed three let- 
ters to all of our customers. In the first 
we gave them our views as regards the 
shortage of merchandise—in the second we 
explained how difficult it was for us to 
anticipate the tremendous volume of busi- 
ness that was done in 1919—in the third 
letter we asked them frankly for their 
opinion as regards 1921, 

We received five times as many con- 
structive replies as we anticipated. I spent 
two whole days reading the constructive 
replies that had been picked out for me 
after a careful analysis by one of my 
assistants. The answers contained some 
very valuable points and the hearty re- 
sponse to this communication indicated 
most clearly that dealers generally are 
thinking and thinking continually and this 
helps. 
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Greig & Ward 


A market survey devised by our Mr. Carlisle 
N. Greig outlined the famous plan under which 
millions of dollars’ worth of billiard tables have 
been sold to American families on the installment 
The billiard table became the 
“Home Magnet” which kept our boys from pool 


Another Greig & Ward survey saved a food 
manufacturer both time and money by discarding 
a sales procedure which provoked argument instead 


| And still another saved a big newspaper $40,- 
O00 in its operating costs. 


Perhaps we can increase your 
. —_——— 
profits—costs nothing to find out 


GREIG & WARD 
Advertising 


104 SOUTH MICHIGAN AVENUE, CHICAGO 


XL 


Surveys 
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The Hood Plan of Working a 
Sales Territory 


The following was prepared by the Sales Committee of the Hood Tire Company for the guid- 


ance of tts branch managers. 


While it deals specifically with the products of that company, many of 


the problems outlined in it are of sufficient general interest to warrant our printing it here as a part 
of the series of articles which we are running of special interest to branch and division sales managers. 


counties go to make up the terri- 

tory; then with a map before us 
showing this section of the country we 
draw our boundary lines. Having our 
boundary lines, we now want to know what 
the possible business is. We can get a 
fair estimate of the possible business by 
obtaining the total car registration in the 
territory and multiplying it by the amount 
of money you estimate the car owner 


F cone we must know what states or 


would spend per year on tires (we figure 
that a fair estimate is $100.00 per car). 
Now that you have the estimated pos- 
sible business, you want to know what our 
share should be, and to help us determine 
this, we should take into consideration 
the length of time we have been working 
the territory, the amount of advertising we 
may have done or intend doing in that 
section; in short, how well our product 
may be known. In sections the 
smallest amount might be 2 per cent, while 
in other sections it might be 5 per cent. 

Having decided on the percentage and 
amount of business we should get, we now 
want to know the larger points of distri- 
bution. It having been decided that our 
salesman will first go after business in 
towns and cities with a population of two 
thousand and over, we draw off a list 
of these towns, one copy for the home 
office, one copy for the branch and one 
copy for the salesman. This gives him 
a good idea of the towns from which he 
should get his greatest volume of business. 

A salesman traveling by automobile can 
work towns of less than two thousand, 
as he will pass through them in making 
the larger towns and, being out for busi- 


some 


ness, the more customers he has, the greater 
his volume should be and the less his 
selling expense. 

So that a salesman may have a better 
idea of the volume of business in each 
of these towns, we take the car registra- 
tion by counties and divide the population 
of each county by the car registration, 
giving us the number of persons per car. 
Now, to find the estimated car registration 
per city, divide the population by the num- 
ber of persons per car in the county. 

It is a fact that the oftener a salesman 
calls on his customers, the more business 
he gets, and every salesman should have 
a definite system and a regular established 
route so that the dealer may know when 
to expect him. 

It has been decided that every salesman 
shall call on his dealers at least once 
a month, that he is to have four separate 
routes, starting the first Monday of each 
month, the routes to be numbered 1, 2, 
3, 4, one route for each week in the 
month, making twenty-eight days. This 
will enable the salesman to call back on 
the dealers the same day of the week every 
fourth week. He is to list the towns, the 
day of the week he makes the towns, the 
name of dealer or prospect he calls on 
and name of hotel he stops at, so that we 
may be able to reach him by mail or wire 
each day if necessary. The remaining 
days in the month may be used for mis- 
sionary work or calling on prospects, but 
District Sales Managers will be held re- 
sponsible for seeing that salesmen follow 
above layout and schedule religiously. 

Copy of route list should be on file 
at branch and copy sent to home office, 
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CHICAGO 
BRANCH TERRITORY 


and no changes in routing are to be made 
without the approval of District Sales 
Manager, when new copies will be made 
for both branch and home office files. 

All route lists will be made out on our 
regular form and a supply should be on 
hand at the branch at all times. 

It costs the company about $250.00 to 
educate every new salesman, regardless 
of whether or not he has experience sell- 
ing tires, so we should be very careful 


in picking a salesman, trying to determine ~ 
whether he is the type of man who can 
produce the volume of business we expect. 

He cannot be an order taker and make 
good, so why waste our money and his time 
by hiring this type of man? Ours is qual- 
ity merchandise, initial cost more 
than that of the ordinary tire, but final 
cost, determined by miles delivered in ac- 
tual service, showing them to be the cheap- 
est in the end. He must be able to put 
it over. A pencil with a sharp point, with 
brains behind it, will dé to convince 
the dealer than a stream of hot air. Sales- 
man should be able to furnish at least three 
references as to his sales ability and we 
should look him up before entering his 
name on the pay roll. The little delay oc- 
casioned by investigating may save us the 
loss of a season’s business. 


being 


more 


Routing Salesmen 


Having selected the right man for the 
territory, our next step is to route him. 
Every salesman is to have a “home town,” 
centrally located in his territory, and when 
in his “home town,” is on his own expense. 
We now must decide whether he is to 
travel by train, trolley or automobile. If 


by automobile, we must consider road con- 
ditions; if by train, his efforts will be 
limited to working the towns along the 
railroad and train schedules enter into his 
routing. Much depends on local conditions, 
so ne general rule can be made that will 
work successfully in all territories; suffice 
it to say that the more time he spends 
with the dealers presenting our sales argu- 
ments, the better his results should be. 


Map and Tack System 


We expect every salesman to be loyal 
to the house and when on the job to give 
us the best there is in him. We can en- 
courage him by showing him that we take 
an interest in his work. 

The map we used in laying out his ter- 
ritory is just the thing, so we will have 
it mounted and use it to help show just 
how he is coming along. In every town 
where he gets a dealer we will place a 
red tack, in every town where he reports 
a likely prospect, a blue tack, and in towns 


of two thousand or over, where he reports 
neither dealer nor prospect, a yellow tack. 
This will give him an incentive to replace 
both blue and yellow tacks with red ones. 
It will also show his fellow salesmen how 
he is coming along, placing him in friendly 
competition with them. You, as District 
Sales Manager, will delegate some one to 
see that this tacking system is kept up- 
to-date, that you may know, by looking 
at the territory map of every salesman in 
your branch, the towns where there is 
a Hood Dealer, a likely prospect or where 
you have neither. These maps will be 
a help to members of the Sales Com- 
mittee in seeing at a glance how the vari- 
ous salesmen in their zones are showing 
up. 
List of Dealers and Prospects 

Before starting the salesman out we 

must furnish him with a list of our deal- 


ers and likely prospects. So let’s do it 
right by getting out the Detail and Terri- 


sage ; 


One of these house mag- 
| azines issued by your company 
| may prove as good a selling 
and business-building medium 

for you as for the 30 prosper- 
ous firms for which our mag- 
azines are getting results to- 
day. 
William Feather house 
magazines are written, edited 


613 CAXTON BUILDING 


A Selling Help | 


For Manufacturers 


Can Your Business Use It? 


A friendly, readable, monthly house maga- 
zine those within your business range will 
enjoy and look forward to; 


—one that slips easily into the pocket; 


-—one with 20 or 24 pages of well-written 
articles of real business interest and 7 pages 
devoted to your advertising and selling mes- 


—A direct mail advertising medium that 
keeps you in touch with customers and pros- 
pects between your salesmen’s calls; 


—one you can rely on to get direct sales and 
build good-will and profits for you; 


—A William Feather Individual Magazine. 


THE WILLIAM FEATHER COMPANY 


Direct Advertising through Individual Magazines 


and printed by us—not pro- 
duced by the scissors and 
paste-pot method. Sold on 
the basis of 1,000 or more 
copies monthly. No contract 
—we hold our customers by 
the results William Feather 
magazines get for them. Let 
us send samples and give de- 
tails by mail. 


CLEVELAND, OHIO 
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tory Sheets—no time like the present for 
him to become familiar with our sales 
records. 

First, we will go over the Detail Sheets 
with him customer by customer, giving him 
all the pointers we can regarding them, 
telling him where we want new accounts 
and the reasons for desiring the change. 
See if any dealers have stopped buying. 
Find out the reason. He will also take 
a memorandum of the credit limits and 
discounts. Having finished with Detail 
Sheets, we will now turn to the Territory 
Sheets. Show him the list of towns where 
we have dealers and—what is more im- 
portant—towns where we want dealers. 
Call to his attention the report at the bot- 
tom of the sheet showing the number of 
new accounts opened each month. Re- 
member to tell him that these records are 
prepared at the home office and copy sent 
to the branch as soon after the first of 
the month as possible, with a letter to the 
District Sales Manager, written by the 
General Manager, with comments on the 
showing of each salesman. 


Contracts and Forms 


While the names of the dealers are fresh 
in his mind, we may as well let him 
read over our contract form and the ad- 
dendas and explain to him the importance 
of their being made out correctly and prop- 
erly signed. 

Also, call his attention to the Weekly 
Letter and its purpose. How, in entering 
calls on B form, to enter only the names 
of dealers actually called on, number of 
tires and tubes with net amount of sale 
opposite the name of the customer; to 
fill in his expenses each day and at the 
end of the week to total all columns and 
mail promptly every Saturday night, orig- 
inal to branch, duplicate to home office. 
It will be well to mention to him that 
the General Manager has a sales form for 
each salesman on his desk, and he enters 
on this form the total amount of sales, 
also expenses, as reported in weekly letters. 

We wish also to remind him of the City 
Reports, the reason why we want them; 
the credit report, their use, and the adver- 
tising form. Be sure he has booklet sent 
out by the Statistical Department contain- 
ing all forms and instruction regarding 
their use. 


General Talk With Salesman 


As we have chosen a salesman and 
not an order taker, we must see that 
he is well informed regarding our propo- 
sition and selling talks. While he will 
be benefited very much by reading our 
sales manual, he should study it and be- 
come familiar with its contents. The Why 
of the Extra Ply Booklet, Talking Points 
for Salesmen and Talking Points for 
Dealers, with other Hood literature, will 
be of great assistance in helping him be- 
come familiar with our sales policies. 
You, as District Sales Manager, should be 
familiar with conditions in his territory 
and pass along to him much valuable 
information that he, in no other way 
than by actual experience in the territory, 
would be able to get. Having had a gen- 
eral talk with him regarding quality, he 
knows why the initial cost of our tire 
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With low grade gasoline 
8 parts of air to 
1 part gasoline 


What really explodes 
in your engine 


WITH TYDOL 
15 parts of air to 
1 part gasoline 


Low grade gasoline requires a rich, 
wasteful mixture—only 8 parts of 
air to 1 part of gasoline. This rich 
mixture causes low gasoline mile- 
age, soots up spark plug and forms 
excessive carbon deposits. 

Tydol is made to work best with a 

mixture using 15 parts of air to 1 

part of Tydol. 


Notice that with Tydol you use 
less gasoline. 


N PUTTING any new product on 
the market what is the chief re- 
sistance encountered ? 

Dealers must be persuaded that 
they will profit by adding the product 
to their stock. 

Getting distribution in most fields is 
only a question of putting an addi- 
tional line into retail stores. 

But there is one field which pre- 
sents a unique problem—in which a 
new product cannot be added to a re- 
tailer’s stock. 

American garage-keepers, in most 
cases, handle only a single brand of 
gasoline. 

To sell a new kind of gasoline, the 
refiner must persuade retailers to 
change from their old brand to the 
new one, and to do their entire busi- 
ness on his gasoline. 

This was the difficult situation 
which confronted the Tide Water Oil 
Company when they perfected a re- 
markable new gasoline in 1917. 

To meet this trade-obstacle, the re- 
finers determined to create a consumer 
demand for their new gasoline by 


In every advertisement 
this chart shows graphic- 
ally how Tydol cuts gas- 
oline and repair bills 


Overcoming 


a unique 


trade difficulty 


showing motorists why it gave more 
power at a lower cost. 

A name was coined for the new gas- 
oline—Tydol. 

In order to make its superiority 
graphic, the now well-known 15 to 1 
carburetor-adjustment was developed 
and forcefully presented in each ad- 
vertisement by the striking chart 
shown above. 

Through the newspapers, New 
York motorists were told how Tydol 
saves fuel expense and increases en- 
gine efficiency. 

A real individuality was built up for 
Tydol, the new Economy Gasoline. 

Today one dealer out of every five 
in Greater New York handles Tydol 
exclusively. The entire gasoline ca- 
pacity of the Tide Water refinery is 
needed for this one brand of fuel. 

For the Tide Water Oil Company, 
and for many other clients, the J. 
Walter Thompson Company is help- 
ing solve serious problems by prepar- 
ing advertising campaigns that are 
planned to overcome a definite resist- 
ance. 


J. WALTER THOMPSON COMPANY 


‘New York 


Chicago - Boston - Cincinnati - London 


The Call of the Side-Line 


Mr. Whitmore has charge of a staff of salesmen for an advertising novelty concern. 


By Eugene Whitmore 


His work 


takes him about the country a good deal, and in his travels he meets other sales managers even as 
you and I. In this article he has set down some of the ideas he has picked up from these conversa- 
tions, with the hope that they may give you the germ of an idea or two for your business. 


CERTAIN sales manager recently 
A made an investigation that revealed 

the fact nearly half of his men 
were carrying various sidelines. Needless 
to say their main lines suffered as a result, 
although none of the salesmen would admit 
it. The men were on a straight commission 
basis, and although their contracts car- 
ried a clause giving ample protection 
to the house, the sales manager did 
not want to lose the men and _ force 
them to forfeit final commissions, yet he 
could not allow the habit to continue. So 
he set out to “sell” his men on various 
items in their own line that were not 
among the best sellers. He wrote a book 
of selling plans and suggestions, featuring 
only the items that few of the men were 
selling. Every sale made on a slow article 
was written up in an interesting manner 
in the weekly sales bulletin. A_ special 
drive was occasionally livened up with a 
bonus plan designed to keep the men busy 
every minute of their time and to in- 
terest the men in broadening the lines of 
business that they sold. This in connection 
with a good heart-to-heart appeal to their 
honesty has practically wiped out the 
problem in this particular firm, although 
it is not supposed that some of the men 
do not occasionally “cheat” a little. 

Scan the “salesmen wanted” columns of 
the Sunday papers and you will find a large 
part of the advertising is for “side line 
men.” Your men are reading these ad- 
vertisements and you will be surprised to 
learn how many of them take on side lines 
from time to time. It is well to keep a 
close check on your men if you would 
curb this evil. No matter how “non-con- 
flicting” a line may be with yours, when 
your salesmen get started selling a side- 
line they are taking your time, using the 
prestige your firm gives them, and losing 
interest in your line to build up some fel- 
low’s line that will not support a_ real 
salesman or that is not big enough to com- 
mand a man’s entire time. 

The sales manager of a house making a 
very large line found that his men were 
wasting a lot of valuable time showing 
the entire line in order to sell one or two 
items. The nature of the line is such 
that a buyer can seldom use more than 
two or three items a year, and to save 
time he has educated his men to prac- 
tically make the customer’s selection in 
advance of the call, and to avoid showing 
the entire line whenever possible, as that 
only confuses and bewilders the buyer. He 
tells them this story to drive home his 
point. “You may have a toothache, but 
when you visit the dentist you don’t at- 
tempt to tell him how to treat the tooth. 
True, you know your own toothache, but 
you leave it to the dentist to apply the 


proper remedy because of his superior 
knowledge of teeth. So it is with a buyer. 
He knows he needs something in our line— 
he wants to buy—your experience in this 
line as compared with his is often the 
same as your experience with teeth and 
the dentist’s experience, knowledge and 
skill. You know your line better than 
the merchant—you know what merchants 
all over town and the territory are most 
successful with, and if you know your 
line as you should you can make a better 
selection than the buyer himself. Sell 
yourself first and then take the subject 
you decide is best for your prospect and 
sell that to him, forgetting all about other 
subjects as much as possible. You will 
save time, get more orders and please 
more customers if you are successful in 
making the merchant’s selection in advance. 
But be like the wise wife who always 
makes her husband think she does only 
his bidding—don’t let ‘the merchant know 
you are making his selection. 

When a buyer says “Come in and see 
me again in about ten days or two weeks” 
I know that he is losing interest in my 
proposition. Then and there I make a 
desperate effort to make him grant me 
a definite appointment to see him. In- 
stead of ten days or two weeks, I push 
up the date as much as possible. If it 
is Monday or Tuesday, I try and make 
the appointment for Friday of the same 
week, while if it is later in the week I 
get the appointment for Monday or Tues- 
day of the following week. Seldom does 
a buyer refuse to grant me the appoint- 
ment, and in so doing he recognizes the 
value of my time and my sincerity. He 
respects me more and feels that perhaps 
I have a good proposition after all. In 
doing this I find that I can keep a buyer 
from forgetting me entirely and often 
close the sale much quicker than if «I 
accept his request to call in “ten days 
or two weeks.” 


“Can a salesman know too much about 
manufacturing processes, costs, materials 
and the difference between the actual man- 
ufacturing cost and the price the consumer 
pays?” Yes and no. Often it takes a 
pretty broad business man to appreciate 
the necessity for the difference in the cost 
of an article at the factory and the cost 
to the consumer. The writer personally 
knows of a salesman that began cutting 
prices, lost confidence in his house and 
went to pieces in general when he learned 
the manufacturing cost. His mind simply 
was not big enough to grasp the entire 
selling problem and he could not be con- 
vinced that the house was not “profiteer- 
ing.” “Overhead,” “factory burden,” and 
other similar items were Greek to him. 
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A sales manager for an organization 
that sells an office device instructs his men 
to make it a point to call about a week 
after the machine has been sold and de- 
livered. This call is for the purpose of 
meeting the person or persons responsible 
for operating the machine. Its use, care 
and operation are carefully explained by 
the salesman so that there will be no com- 
plaints or accidents caused by ignorance 
on the part of operators. The salesmen 
have found that this call often results 
in paving the way for a repeat order and 
that many dissatisfied customers are pre- 
vented, because there are few machines 
so simple that some point doesn’t have 
to be explained to someone, and that some- 
one can often “crab” another sale. 


“T insist on my men reading all the best 
trade papers pertaining to our business,” 
says a very successful sales manager. “They 
take new interest in the line and their cus- 
tomers and often they send clippings or 
marked copies to customers when they read 
items of particular interest to them. One 
salesman has almost started a press clip- 
ping bureau for the benefit of his cus- 
tomers, and they appreciate it very much, 
because on every call he makes on his 
customers they remember how thoughtful 
he is and naturally they try and show their 
appreciation by the amount of business they 
give him. 

One sales manager employing about fifty 
men receives a lot of personal mail at his 
home address from his salesmen. Very 
often a salesman has something he would 
like to take up in a rather personal man- 
ner with the boss, but yet hesitates to write 
it in a letter to the house. “I have found 
that knowing my home address and feel- 
ing free to write me on any subject, no 
matter how personal, keeps me in close 
touch with the men and enables me to 
handle them much better. I know what 
they are thinking about after business hours 
when they write me long personal letters 
—learn their likes, dislikes, ambitions, and 
when one gets peeved, or wants to quit I 
can generally find the way to influence 
him. No, I don’t have a batch of mail 
at home that I have to employ a private 
secretary either.” 


“The writer considers SALES MANAGE- 
MENT the very best magazine that comes 
to his desk.” C. E, Wigginton, Kalamazoo 
Loose Leaf Binder Co. 


“We have today O.K.’d your bill for next 


year’s subscription to SALES MANAGEMENT, 


as we do not see how we could get along 
without it.".—L. H. Laythe, Sales Mer., 


. Butterfield & Co. 


He Renews the Youth of Your 
Selling Organization— 


By rekindling their enthusiasm— 


By providing them a new presentation—sales points seen from 
MM a new angle—made concrete, interesting and persuasive. 


The net of his effort is renewed youth—renewed enthusiasm — 
which begets a bigger volume of more profitable sales. 


And most sales organizations need this rejuvenation. 


Bert L. White Company 


Dealer Development and Sales Promotion 
1215-1227 Fullerton Avenue 


Chicago, Illinois 
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DAN A. CARROLL 


Eastern Representative 
Tribune Bldg. 
New York 


HEN the Bottlers of the country met in annual 
convention at Chicago, soft drink manufacturers 
reported record-breaking business for 1919 and 

a “1920” outlook far more promising than any season in 


the history of the soft drink industry. 


These reports, while gratify- 

ing, are startlingly in con- 
trast to the soft drink report of 
the Baltimore market, compiled 
by the Merchandising Bureau of 
the “NEWS.” 
Bites the going out of alco- 

holic beverages, all kinds of 
soft drinks must of necessity fill 
the gap. But what is the matter 
with their consumption in Balti- 
more? Of the 250 retail dealers, 
restaurants, hotels and _ clubs 
interviewed, only one reported 
a large increase in the sale of 
soft drinks. Others claim their 
business is holding well but not 
increasing appreciably. 


In a city like Baltimore with 

a population within the retail 
buying radius of over 800,000, 
such an indifference is one that 
calls for attention, especially 
taking into account that there 
are 5,771 retail outlets for soft 
drinks. And yet, only 131 bot- 
tled beverages, the products of 
109 manufacturers (22 of whom 
put out more than one bever- 
age) are on the local market. 


Here is a splendid opportunity 

for the manufacturer of soft 
drinks! Baltimoreans are mak- 
some interesting facts that will 
ing more money than ever be- 
fore and spending it equally as 
fast. Sub-consciously they’re in 
line for cultivating the soft drink 
taste. All they need is a little 
coaxing, and nothing can coax 
or wield the power of. sugges- 
tion like a forceful, strong ad- 
vertising campaign in the col- 
umns of the “NEWS.” 


Our careful local investiga- 

tion of the soft drink con- 
sumption has brought to light 
prove invaluable to the man who 
wants to go into this situation 
intelligently. Its 106 pages em- 
body views and comments of 250 
retail dealers, restaurants, hotels 
and clubs interviewed; names of 
brands and makers; methods of 
disposal; best sellers; percentage of dis- 
tribution; retail and consumer demand; 
and a resume of the present supply, all 
of which brings to light the possibilities 
Baltimore holds out in the development 
of big outlets for increasing the con- 
sumption of non-alcholic bottled bever- 
ages. 


Manufacturers, Advertising Agents and Distributors can avail them- 
selves of the opportunity of securing from us @ copy of 
this valuable report, and this service on our 


part obligates 


in no way 


whatsoever 


Advertising Manager 


BALTIMORE NEWS 
Froute HQ Urge 


J. E. LUTZ 
Western Re ntative 
First Nat. Bank Bldg. 
Chicago 
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Credit Letters With a Sales Slant 


By Robert Williams 


General Sales Manager, Pennsylvania Rubber & Supply Co., Cleveland. 


Ever since the old man was a kid, sales managers have had a hand in writing credit letters when 


possible. But it has not always been possible. 


Credit men sometimes have peculiar ideas about credit 


and collection letters. They insist on making them sound like a Federal Trade Commission indict- 
ment. But once ina while you will find a credit man, as in this instance, who is big enough to realize 
that credit is largely a selling proposition. 


ORE accounts can be actually killed 
M so far as future business is con- 

cerned, via the old line—catch 
as catch can, antiquated form methods 
still in use by credit managers than could 
ever be “brought back to life” whether by 
diplomatic sales effort, service, satisfaction 
or any other trade winning route. 

As an example, a credit manager nar- 
rowed by the boundaries of his roll top 
desk and not appreciating the atmosphere 
of human appeal, so naturally exhilarating, 
murders an account in cold blood, as fol- 
lows: 

The account in question had always been 
fairly prompt in the past, but being located 
in a town of small size, the severe winter 


in connection with his business worked a 
temporary hardship. 

The amount overdue being about $400.00, 
the dealer remitted $100.00 on account, 
stating the reason for being unable to bal- 
ance the account for two weeks longer, 
further stating he had just lost his wife 
as a result of pneumonia. 

Mr. Credit Man did not even acknowl- 
edge receipt of the $100.00 or express his 
sympathy in the dealer’s loss of his wife, 
but—More Money—How Soon Can You 
Send It, etc. 

Fortunately a system that automatically 
gives the sales manager and the Sales De- 
partment “A Chance” to avoid “the Noose” 
for the house enabled us to stop this letter 


Dear Sir: 


It is gratifying indeed to have the pleasure of 
receiving and forwarding your initial order placed 
with us and to open an account with you upon our 
lev geben terms, which enables us to afford 
you everything we have to offer in the way of price 


and service. 


Dear Sir: 


and replace it with a letter of appreciation 
and sympathy in keeping with the circum- 
stances. Result—closer existing feeling. 
Account now paid in full and orders going 
through. 

The human appeal administered with a 
diplomatic degree of mirth is very neces- 
sary in the handling of credits or there 
will be not credits to handle. 

The very nature and kind of goods in 
the overdue account also have their bear- 
ings. 

We formerly sold a few special brand 
auto supplies along with the general line 
made cheap to sell cheap—not advertised, 
but a little longer profit to ourselves and 
“the trade.” “Load ’em up” was the motto. 


An Expense You Can Avoid. 


| You have doubtless been so busy that you have 


Your best interests shali always be uppermost in 


our minds and in pursuance of our policy of Whole- 
sale Only know that you will co-operate with us in 
the consummation of a most pleasant and profitable 
business relationship for you. 


The value and appreciation of credit in business 
is an asset beyond expression in words, as we can 
truthfully state from our own experience, and in 
full realization of the wonderful possibilities before 
you in this field, if cultivated on a sound basis, 
such as we feel is your motto, know that we will 
not have future cause for complaint in this 
connection. 


Please have no hesitancy in being frank with us 
concerning errors and complaints as they are 
sometimes bound to occur and while we make 
every endeavor to avoid them, are always willing to 
do what is right. 


Your reward in everything that we can do for you 
in supplying your needs shall be cheerfully given 
and a square deal assured you in return for one 
from you. 


In closing we wish you success and trust you will 
help us to help you by meeting mutual obligations 
as above mentioned. 


You will find your 1920 Dealers Guide Catalog 
and discount sheet in your shipment, if not already 
received, a ready complete reference and thru 
which you can consider us at your service. 


Most sincerely yours, 


Letrer T0 BE Usep IN OpeNING New Accounts 


overlooked an item of expense that will sap your 
profits to the tune of 24% per annum, and that is, 
your discount period expiring on the tenth of this 
month for your entire. .. purchases. 


Always something to take the joy out of life, and 
the profit out of business. 


But, here’s a solution for quick action. This is 
12th. If you will remit upon receipt of this letter 
your check should be in our hands by the 15th in 
which event you may still make the saving and 
deduct your discount of 2% for........... purchases. 


You will appreciate we cannot make this a 
general practice but we felt you overlooked what 
discounts really mean to all of us, therefore trust 
this departure will be received in the whole hearted 
spirit in which it is given. 


How is your stock for Spring Business? The 
backbone of this tough old winter is broken and 
our specifications with manufacturers of fast 
moving items—AC’s and Champion Spark Plugs, 
Brake Lining, Jacks and equipment—made six 
months ago-— are now coming in. 


Due to heavy demand and booking, we urge 
placing orders as far in advance as possible to 
enable us to take care of you. 


Most sincerely yours, 


Letter To Customer WuHo Dip Nor Take Discount 


I was on “the road” 
about two-thirds of my trade “jammed to 
the roof,” for credit and special brands 


those days and I had 


did it. Thanks for that experience. No 
more special brands for our house. Sweep 
the credit boards and dealers’ shelves clean 
with standard advertised—sold for the 
dealer—brands. 

Don’t sacrifice our dealers’ confidence in 
ourselves by chaining him hand and foot 
with special brands. Asko this and Tisco, 
Soako, Kako that. Help him with the 
other kind as mentioned is our motto. 

The final solution, we find, is helping the 
dealer after you have sold him. This, in 
view of general trade expansion, as evi- 
denced by the advent of many new ac- 
counts in the field, has led us in our Sales 
Department to set forth the real value of 
credit not only to ourselves, but in turn 
to all as shown in the foregoing letters 
which you will note are designed to sell 
credit—not inject it in the form of a nar- 
cotic or to be administered in the form of 


pills—one after each meal—as the impres- 
sion from the ordinary old mile long dys- 
peptic form letter written by the average 
Credit Manager would indicate. 

Credit, like satisfaction, square dealing 
and popular prices, we have to offer, are 
a part of our service and we are ever 
alert in our Sales Department for best 
results to all concerned in the business 
building methods—of handling credits—so 
profoundly appreciated, and seldom abused 
on the part of our trade. 


E. V. Swanstrom, identified with various 
automotive accessory manufacturers for 
nearly fifteen years has organized The 
Swanstrom Sales Company, with head- 
quarters in Chicago. It will sell the job- 
bing trade exclusively. Among the products 
this organization will sell are: Arnold elec- 
tric Tools, Derf Spark Plugs, Hindview 
mirrors, Holophane Lens, Cleroline, Perma- 
Loc Products, and Steiner Hydrokit. 


GRAPHIC MARKING DE VICES - 


CHART BOOK—Loose Leaf 
holds 175 sheets—handsome 
—— cover. Flatter than 


paid 
sion binder. ® 


534 Custom 
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Sales Problems 


Are Simplified 


By EDEXCO Devices for 
Graphic Records. Compare sales 
with quotas—locate agencies— 
check credits—tell where men 


Send $1.00 today for big trial outfit 


containing 100 map pins and other 
marking devices, sales maps, charting 
papers, curve cards, Edexco map 
mount, 2 catalogs—Graphic Supplies 
and Mechanical Graphs—Service 
Sheet No. 4 and special Instruction 
Sheet on Starting and Keeping 
Graphic Records. Catalog alone sent 
free. Please say which. 


EDEXCO MECHANICAL GRAPHS 


make it easy to show results daily. 
illustrated in colors free on request. 


Educational Exhibition Company 


Booklet 
House Street 


Providence, R. I. 
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Mostly Nonsense 
By Ed Shanks 


Rules for the sales manager. Boast 
of your age if you are around 35, but 
talk only of your broad experience if 
you are above 40. 


A salesman has his feelings harrowed 
frequently, but that’s just intellectual 
farming. 


Prof. Hydome says sales correspond- 
ents have large bumps of imagination. 
Anyone must have one that is well de- 
veloped to write interesting love letters. 


A salesman may be smart who speaks 
seven languages, but smarter is he who 
can remain silent in one. 


Wanted: Foreign sales manager to 
take charge of new territory as soon us 
Dave Todd communicates with Mars. 


AT THE SALES CONVENTION 
Salesman from Montana: “What will 
your subject be?” 
Sales Manager: 
to be in my head.” 
Salesman: “Gosh, you're the first 
man I ever met who could talk about 
nothing.” 
CP: S.* 


“Whatever happens 


His quota was doubled.) 


He Saw THE Woop First 

Did you ever meet a sales manager 
who spends his time dodging jobs of 
“sawing wood?” He reminds you of the 
bo who went to the rear door and said: 

“Madam, will. you accommodate me 
with a bite to eat?” 

“No, but I'll tell you where you can 
get a job sawing a few cords of wood.” 

“Where?” 

“Around the corner of the next street.” 

“T’m much obliged to you,” he said. 
“T might have run right into it if it 
hadn’t been for you.” 


A letter just received tells about a 
prize green salesman. This man 
claimed he found a new objection to 
meet in selling. It was “I am too busy 
to talk with you today.” And he was 
positive it was a new objection, because 
it wasn’t in the manual. Christopher 
Columbus has nothing on this man. 


“Life is one large thing after another. 
Just when we were getting a nice ap- 
propriation put through on the strength 
of our spending the money in publicity 
instead of excess profits tax, along 
comes all this confounded talk about 
taxing advertising.”—Advertising Man- 
ager. 


“Get the confidence of the public and 
you will have no difficulty in getting their 
patronage.” (Northcott.) 


“The success of the individual depends 
more on his mental attitude than on his 
mental capacity.” (Wilson.) 
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N the laboratories of the 
if United States Rubber Com- 
pany a new material was 
recently perfected—-a material 
which we named Naugahyde. 


The Company’s chemists subjected it 
to exhaustive tests before announcing 
its distinctive qualities, but today these 
qualities have been proved. 


Naugahyde has a handsome black sur- 
face, and is tough, flexible, and durable. 
The remarkable thing about it is that 
it’s absolutely waterproof, dirtproof, 
and stainproof! You can wipe it clean 
in a moment with a damp cloth. 


How Naugahyde Bags 
are made 


Smart, attractive traveling bags are 
the first items in the group of Nauga- 
hyde products—a group which will 
include suitcases, fitted cases, brief 


cases, belts, and other articles. To 
make these unusual bags, thae mterial 
is first fitted carefully over a steel 
frame, and then—by a special proc- 
ess—the seams, joints and corner 
reinforcements are all fused together 
into one piece. 


The result is a bag which is absolutely 
waterproof and surprisingly strong — 
a bag which can stand the hard knocks 
of modern travel and yet keep its 
smart appearance. The bags are made 
in English Club shapes, with the finest 
of brass fittings, and specially selected 
linings. Men and women everywhere 
who demand distinctive luggage will 
want Naugahyde bags. 


Naugahyde bags retail from $13.50 to 
$18.50. Every bag is backed by the 
reputation of the oldest rubber manu- 
facturer in the world. Write us at 
1790 Broadway, New York—we shall 
be glad to tell you about this new 
trade-builder and the whole new 
Naugahyde line. 


United States Rubber Company 


Will you cash in on this new line? 


311 


Can Copy Appeals Be 
Gauged in Advance? 


ILLIONS of dollars are spent every 
week on copy appeals which have 
never been definitely gauged in value— 
with no definite check on whether or not 
the best selling appeal is being made. 
What this policy of going-it-blind may 
mean to the yearly sales totals is almost 
staggering to think of. 

Some idea of what it can mean, how- 
ever, may be gained when we look at 
the wide difference in results between 
different copy appeals used in mail order 
selling. 

One advertisement prepared last year 
for one of our clients has produced, to 
date, over $300,000 in direct business— 
incidentally, at a selling cost less than 
the average salesman’s commission. 
The best advertisement on this proposi- 
tion prepared up to that time and circu- 
lated in the same media would have 
produced less than $100,000 in sales. 

Yet for one advertisement to pull 
three times the results of another adver- 
tisement—under the same conditions, in 
the same media, and on the same propo- 
sition—is not in the least unusual. We 
have seen one advertisement outsell 


another in the ratio of ten to one. 
* * * 


S a result of our experience in han- 
dling the advertising of over sixty 
direct result accounts where every sale 
is traced to its source, we have been able 
to draw a definite line—in advance— 
between appeals that “make good” and 
those which merely “look good.” 
It makes no difference whether the 
reader of an advertisement orders by 


mail or goes to the dealer for the mer- 
chandise advertised. 
* * * 


E Bens method of purchase is only a 

detail. In either case the copy must 
make the right appeal or it makes only 
a fraction of the sales it should. In both 
instances the buying motive to be 
aroused is exactly the same. 


The mail order advertiser has definite 
figures of results from various appeals 
to guide him. Why shouldn’t the gen- 
eral advertiser profit by the things the 
mail order advertiser has learned? 


In doing this it is not necessary to 
sacrifice one iota of “class.” Your copy 
can create just as much atmosphere as 
it does today. Neither is it necessary 
that yours be a small town or “middle- 
class” proposition. We have proved that 
the most fashionable sections of New 
York and Chicago will order by mail— 
when the right appeal is made—just as 
they patronize the stores that make the 
right appeal. We have written copy 
that brought back average orders of 
$1,000 each from rated business men. 


And the same principle of appeal that 
brings results by mail will bring equally 
good results through the dealer. 

* * * 


ITHOUT the slightest obligation we 
should be glad to send you the Tested 
Appeal In Advertising, a little book which 
shows how the advertising of those who sell 
through dealers can be made to do better 
selling work and more of it. 
Merely make the request on your business 
letterhead. 


RUTHRAUFE 6 RYAN 


INCORPORATED 


ADVERTISING 


404 FOURTH AVENUE at 28th ST. NEW YORK 
CHICAGO: 30NORTH MICHIGAN BOULEVARD 
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Breaking Into China With Wrigley’s 
Chewing Gum 


China is a market warranting close study by the American sales executive. 
times as great (in population) as the whole continent of South America. 


It is a market seven 
Alongside it are the mar- 


kets of India, Japan, Russia and the Philippines. Collectively fifty-one per cent of the world’s popu- 
lation is over there. True, the per capita buying power at present is not very great, but the Far East 


ts awakening. These people are no longer self- sufficient. 


institutions, a national press and a desire to improve their condition. 
will make no mistake by watching China. 


URING 1918 Wrigley’s sales of 
D chewing gum to China were slightly 
over $6,000. Last year they were 
nearly $30,000 and in all probability will 
exceed $50,000 this year. Yet it was not 
so long ago that those who had made a 
study of the possibilities of selling chewing 
gum in China said it couldn’t be done. 
Wrigley has succeeded in doing the thing 
that couldn’t be done in China be- 


idea was put over, and then passed out 
samples of the “medicino of the Lily 
cf the Valley,” as it is called in China. 
Some of the more thrifty onlookers 
carried their samples away to sell to the 
highest bidder, but a great many tasted 
and came back for more. 

The Chinese like to be shown. Verbal 
descriptions do not appeal tothem. For that 


cause he was shrewd enough to 
analyze the characteristics of the 
people and to capitalize them. He 
found that the Chinese people are 
inordinately curious. A Chinaman 
is walking down the street. He 
sees two people talking on the 
corner. He wonders what they 
are talking about, why they are 
standing there. He stops and lis- 
tens, even though he cannot un- 
derstand a word being said. Wrig- 
ley turned this child-like curosity 
to excellent advantage. He hired 
a Chinese brass band, or whatever 
the counterpart of that Western 
institution might be, and marched 
them up and down the crowded 
thoroughfares of the Treaty 
Ports (Wrigley has as yet made 
no attempt to sell his gum in the 
interior of China). A crowd of 
chattering, wondering, excited 
Chinese soon gathered around. 
What could the matter be? 
What was it all about? Down the 
street they would go until the 
crowd grew too large for the nar- 
how passageway. Then it would 
stop. A Wrigley native salesman 
would step out of the band and 
raise a loft a great banner on 
which was pictured the Wrigley 
package, with its familiar spear 
trade marks. Every eye became 
focused on the banner of wonder- 
ful coloring. Deliberately the 
demonstrator would take from 
his pocket a package of gum. He 
pointed to the gum in his hand 
and the picture on the banner, 
pausing sufficiently to let the fact 
impress itself on the gaping 
crowd that both were the same. Then, 
after the fashion of a movie film run at 
quarter speed through the projector, he 
carefully unwrapped the package, fold by 
fold, stick by stick. He put it in his mouth, 
registering supreme gratification of taste, 
and then instead of swallowing it, as the 
crowd expected he would, he began to chew 
it loud enough so that all could hear as 
well as see. He continued this facial exer- 
cise for some minutes, until the chewing 
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€ Underwood & Underwood. 
The Chinese love for Sign Advertising is evident from 
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a look down Queen Street, Hong Kong. 


reason concerns wishing to build up Chinese 
trade would do well to use sampling lib- 
erally. It is well to place these samples 
in the hands of your Chinese agent to be 
distributed at his direction. They can be 
admitted free of duty if you can convince 
the Inspector General of the Maritime Cus- 
toms that they are going to be of value to 
the country. 

Contrary to the experience of most Amer- 
ican manufacturers who have been success- 
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They are establishing modern educational 
The far-sighted sales manager 


ful in introducing their products into China, 
Wrigley does not make use of the “Com- 
prador” system as it is called. The com- 
prador is manager of the Chinese office 
force of the house and as such usually re- 
ceives a small salary, which sometimes also 
serves as a retainer. His relation to the 
buying and selling varies; sometimes he re- 
ceives a commission, at other times he 
resells on a nearly independent 
basis. When the trade of China 
was smaller and less varied and 
when international competition 
was less keen, the comprador oc- 
cupied a more independent posi- 
tion. His services relieved the 
foreign principals of responsibility 
but inevitably tended to cut down 
their profits. For this reason there 
is a strong tendency for the com- 
prador to sink to the position of 
manager of the Chinese office 
force, a similar change having oc- 
turred years ago in the case of the 
corresponding system in Japan. 

Elimination of the comprador’s 
services has naturally gone farth- 
est among the newest and most 
progressive firms. The principal 
factor that retards it is the part 
which the comprador still plays as 
a credit man. In this capacity he 
frequently guarantees the native 
bank drafts paid in for orders, 
putting up a bond to cover his 
responsibility. Changes in Chi- 
nese methods in the large ports 
and the increasing tendency of im- 
porting houses to employ foreign 
ers who speak Chinese and can 
maintain friendly relations with 
the native commercial community 
are reducing the need for the com- 
prador’s services; but he can not 
be dispensed with entirely until 
modern accounting methods are 
adopted more generally by Chi- 
nese banks and until more native 
firms are prepared to deal on a 
direct and equal basis with for- 
eign houses. 

The comprador also has more 
or less the function of a broker, 
in securing customers, etc. There is, in 
addition, a class of native brokers—not 
strictly compradors—employed by foreign 
firms. 

China is rapidly developing a modern 
press, as attested by the fact that there are 
already over 300 newspapers published, one 
of which has attained a circulation at times 
of 30,000 copies. When you consider that 
the average Chinese newspaper is read by 
about ten people before being discarded 


tnat indicates the possibilities of reaching 
the educated Chinese through advertising. 
Wrigley, and in fact most of the more pro- 
gressive bidders for Chinese business, how- 
ever, depend almost entirely on hand bills 


and posters. Mr. Stanley, sales manager 
for the William Wrigley Company advises 
the readers of SALES MANAGEMENT to have 
hand bills and posters for Chinese distribu- 
tion prepared in China. Some time ago 
the Wrigley company went to a great deal 
of expense in getting up this advertising 
matter in Chicago, even going to the trouble 
of employing an educated Chinese to do the 
copy-writing. But it missed fire. Mr. 
Stanley also stated that calendars were very 
popular in China, and highly prized. He 
recommended that they have a lot of color, 
however. In designing matter of this kind 
it is well to be careful in the color com- 
binations. 

In preparing advertising for use in the 
Far East the Wrigley people have found 
that it does not pay to get up elaborate 


material. Newspaper space in China, for 
example, is quite inexpensive. A whole 
quarter page advertisement, daily for one 
month costs about $100. Handbills and 
posters, however, are probably the best me- 
dium for reaching the masses of Chinese. 
In preparing advertising of this type it 
should be well illustrated, for the simple 
reason that only about one in twenty 
Chinese can read. Many who cannot read 
a newspaper can decipher a few Chinese 
characters on a poster or handbill and get 
the meaning. There are advertising 
agencies in Shanghai who will undertake to 
prepare Chinese advertising matter at a 
nominal charge. These concerns specialize 
on the superstitions, ideas and dialects of 
the various provinces. 

Mr. Stanley also said that one should be 
very careful to make sure that the package 
and trade-mark—called a “chop” in China— 
conform to the Chinese customs and beliefs. 
He mentioned the case of an American 
soap manufacturer who sent over a large 


—not by the old stereotyped methods 
of lectures and talks, but by the 
method that is as effective and inter- 
esting as it is novel—UNIVERSAL 
INDUSTRIAL MOTION PICTURE 
FILMS. 


Let’s take an actual instance. The 
Willard Storage Battery Company had 
us include in their film, scenes which 
showed the wrong way to conduct an 
auto service station. After the sales- 
men had seen the wrong way they 
were shown the right way—the way 
to give the greatest satisfaction to the 
| public and at the same time to in- 
| crease profits. 


Groups of salesmen were taken to a 

theatre or to a projection room at the 
| Universal Exchange and when the 
salesmen answered the roll call they 
found that instead of being lulled to 
sleep by a two-hour lecture, they were 
to be entertained and at the same time 
instructed in sales methods in a man- 
ner which drove the lesson home most 
effectively. Mr. Bentley of the Wil- 
lard Storage Battery Company told us 
when the campaign was over that this 


| Offices 1600 Broadway 


Increase the Producing Power 
of Your Salesmen 


(Carl Laemmle, President) 


| 
| UNIVERSAL FILM MANUFACTURING CO. 
| 
| 
| 


Harry Levey, Manager, Industrial Department 


Largest Producers and Distributors of Industrial Motion Pictures 
n the Universe _ : : Studios and Laboratories— 
Universal City, Cal.; Fort Lee, N. J. 


picture told the story better than any 
other propaganda they had ever used. 


Doesn’t this open your eyes to the pos- 
sibilities of UNIVERSAL INDUS- 
TRIAL MOTION PICTURES in 
sales work? We have mentioned above 
only one of the possibilities. We can’t 
tell you them all here, but here’s one 
other instance: 


Many of our clients are adopting the 
practice of equipping their salesmen 
with a suit-case projector and films 
showing their plant and the product 
in the process of manufacture. These 
films are exhibited by the salesmen in 
the buyer’s office and it really amounts 
to bringing your whole factory right 
into the buyer’s office and showing him 
the facts about production which will 
back up and drive home the statements 
of your salesman. 


You, as a sales executive, will surely 
benefit by getting posted on what other 
people are doing to increase the pro- 
duction power of their salesmen. We 
cordially invite you to write us or 
make a personal call. 


New York 
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shipment of his produet put up in a green 
and black wrapper. To the Chinese mind 
this signified bad luck, and before the soap 
could be sold it had to be put up in a new 
wrapper. The same with an exporter who 
used a tiger as a trade-mark on his pack- 
age. The Chinese associate a tiger with 
hell, and, of course, they will not rush to 
buy anything suggestive of that fearsome 
place. 

It is difficult for us, who are too apt te 
judge China by the few examples of 
Chinese life seen in our own slums, to get 
any conception of the revolution that is 
going on in China today, and the tremen- 
dous trade opportunity it holds out to Amer- 
ican business. The Wrigley case is only 
one of many. The following from a talk 
last week by Julean Arnold, American 
Commercial Attache at Pekin, will give you 
a glimpse into the new China: 

“The Chinese of the old school are today 
standing out prominently as leaders in the 
new development of China. One of the 
foremost scholars has taken the lead in 
the development of the cotton industry in 
China. He today has cotton mills with 
25,000 spindles in operation. He has estab- 
lished schools where boys are being edu- 
cated along industrial lines, and are being 
given an education particularly with refer- 
ence to the cotton industry, and are also 
being educated in the English language, 
because he believes that is necessary, for 
the literature with reference to the cotton 
industry is mostly in English. 

“Governor Yen over in West China 
stands out in favor of giving his province 
good roads, modern educational systems, 
as encouraging savings banks, and recently 
issuing an order that all the Chinese mer- 
chants in that province shall within a 
given time learn the simplified Chinese 
language, and they shall take an examina- 
tion in it, and if they do not qualify in the 
language within a certain time, they are to 
be punished. So you realize how he is 
trying to develop his section of the country. 
That man is a progressive of the progres- 
sives. 

“Bear in mind that modern corporate 
business is coming into China. They have 
bought thirty American cotton mills within 
the last two years, and they would buy as 
many more if they could get them. And 
in these industries they are earning 35 per 
cent dividends in mills that are Chinese 
controlled, that employ Chinese labor, in 
fact, are operated throughout by Chinese. 
So we can realize what modern industrial- 
ism is meaning to China. They need all 
kinds of mills, in fact there is a market in 
China for almost any kind of goods we 
produce in this country.” 


“T am very glad you have arranged to 
keep my name on the list so that there will 
be no break in the files, as I would feel 
lost if SALES MANAGEMENT did not come 
in regularly.” W. A. Peters, Sales Man- 
ager, Star Expansion Bolt Company. 


“Your magazine, SALES MANAGEMENT, 
fills a real want, and we look forward with 
interest to its appearance every month.” N. 
M. Day, Sales Manager, Panama Lubri- 
cants Company. 


“The Farm Journal circula- 
tion is so darned big that it 
has influence in every com- 
munity in the country. 


“That is why it sells most 


goods for the most merchants.”’ 


The farm Journal 


THE LARGEST FARM PAPER 
IN THE WORLD 


CHICAGO PHILADELPHIA NEW YORK 
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ADDING ~ BOOK KEEPING - CALCULATING 


_ SERVICE TO SERVICE 


Maximum Reliability Plus Maximum Usefulness 
from Every Burroughs Machine 


a 


Burroughs Machines have such an extraordi- 
nary reputation for long life and continuous 
operation that some folks have wondered if 
Service—in the ordinary sense of the term— 
was a large part of the Burroughs Idea. 


It is—a most important part—and has often 
been mentioned by purchasers as one of their 
reasons for selecting Burroughs Equipment. 


Burroughs Service is fourfold, thus: 


Before Purchase: 


1. Engineering Business into the Machine. 
2. Engineering the Machine into a Business. 
After Purchase: 


3. Applying Modern Practice to your Machine. 
4. Keeping your Machine upto 100% Efficiency. 


Burroughs Maintenance Stations 
dot the United States and Can- 
ada. They are located in centers 
of business population, where 
they are convenient to all Bur- 
roughs users. 
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Putting the Best Possible 
Machine on the Job 


. Burroughs engineers and workmen invent, con- 


struct and develop new features to meet the devel- 
oping needs of business, and incorporate these 
into Burroughs Machines—through continuous 

study of all types of modern business operation. 


- Ihe Burroughs representatives in the field assist 


you in selecting that particular Burroughs Model 
which will best fit your accounting needs. 


Keeping the Machine 
on the Job 


. The Burroughs organization is constantly gather- 


ing practical information for the benefit of 
Burroughs users. 


From investigations, reports of salesmen and 
other representatives, and from Burroughs users, 
we get material for practical suggestions and ideas 
for new uses that make the operation of Burroughs 
Machines a more and more profitable thing to 
Burroughs owners. 


. For twenty years and more Burroughs Machines 


have ‘‘stayed on the job’’ under the hardest usage. 
Even without regular attention, machines that 
started ’way back in 1893 are still working away 
as hard as ever. 


But to make assurance doubly sure Burroughs 
Maintenance Stations dot the United States and 
Canada. Our inspectors keep in close touch with 
every Burroughs user, no matter where located. 


In case of accident a Burroughs Minute Man is at 
the end of your telephone wire. His job is to get 
there as quickly as electricity, steam or automobile 
can take him, and to keep your work going on 
as if nothing had happened. 


The slogan of the Burroughs Service Organiza- 
tion in all its branches is ‘always on the job.’’ 


MACHINES FOR EVERY BUSINESS 


$122,500,000— 


Baltimore’s 
Industrial 


Payroll 


The latest available figures show the number of industrial 
plants in Baltimore to be 2,700, with a yearly output valued 
at $640,000,000. The salaries and wages paid to the em- 


ployes of these 2,700 plants every year amount to over 
$122,500,000. 


Even the wage-earner of Baltimore can afford nearly any- 
thing he desires. He has more money to spend today than 
ever before in history and he is spending it. 


Clearings of Baltimore banks for the year 1919 were 
$4,343,466,570, a gain of $987,864,826 over the year 1918. 


With so much money in circulation, any worthy product 
finds a ready and responsive market in Baltimore. 


This exceptional market can be covered thoroughly, ef- 
fectively, economically, by the use of The Sunpapers because-— 


Everything In Baltimore 
Revolves Around 


THE SUN 


Morning Evening Sunday 
JOHN B. WOODWARD GUY S. OSBORN 
Times Bldg., New York. Tribune Bldg., Chicago. 


318 


|MAMUJVM]@MMMMM@©]WWCWCCCC<CC/@—@(CVJ/JJJ!// 


UII1 1, 


ee 


Co-operative Buying Gets a Bump 


Ever since the first Rochdale stores were established years ago on the continent there has been 
talk of the spread of the co-operative movement to this country. Here and there it has been tried, 
sometimes by promoters, more often by communities, and occasionally by labor unions. But as yet 
none of them have demonstrated marked growth. There has always been a hitch somewhere—in the 


management or in the buying habits of the American people. 


a pistol pointed at the heart of your job and mine. 


cooperative buying propaganda of 
the Department of Agriculture. Os- 
tensibly the cutting off of the allowance of 
that branch of the government that has 
been promoting joint buying by farmers is 
solely and strictly a matter of economy. 
Uncle Sam feels the need to retrench, and 
the expense account of almost every sec- 
tion of the Agricultural Department has 
been pruned unmercifully. 
Granted all this incentive to economize, 
however, it may well be 
asked whether the re- 


CO coonerati has put a crimp in the 


made money by lumping their products for 
sale should make money by buying in 
quantity the crates and baskets in which 
to pack their fruit, the binder twine for 
their grain, etc. 

In the beginning, the farmers’ coopera- 
tive buying movement concerned itself 
mainly with the purchase of bulk com- 
modities such as seed, fertilizer, etc. Here 
and there local farmers’ organizations 
launched full fledged cooperative stores 
carrying provisions and other lines of mer- 


The idea still remains alive, however, 


could be acquired in carload lots. 

What in the unfolding of this idea has 
especially alarmed retail merchants in all 
the lines affected is the effort on the part 
of the more ambitious and better organized 
groups of farmers to buy direct from the 
manufacturers as the supreme means for 
obtaining rock bottom prices. It was bad 
enough when, in the beginning, the coop- 
erative organizations of farmers proposed 
to buy through their respective local re- 
tailers, but to merely allow the merchant 
a modest percentage for 
his pains, even as an 


fusal of Congress to 
continue the Federal 
missionary work for co- 9 
operative buying is not 
the result of prolonged 
and increasingly insis- 
tent opposition on the 
part of powerful selling 
interests. The retail mer- 


agent might be paid a 
commission. The aver- 
age local merchant was 
disposed to grin and bear 
that. He was soothed in 
some degree by the fact 
that the farmers pro- 
posed to pay cash (and 


he ardently hoped that 
they might thereby get 
the habit) ; and was mol- 
lified by the fact that 


chants of the country, c— 
especially the cross- 
roads storekeepers, the 


i 
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general merchants and 
the retailers of the small 
towns that draw support 
from the farming com- 
munities have been dead 


the fellow sso wout bury now because peices ene gouty 
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to bé adjusted later 


each cooperative buyer 
promised to call for his 
purchase at the railroad 
station promptly upon 
its arrival. Furthermore 
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set against Uncle Sam 
spending the taxpayers’ 
money (including the 
contributions of these 


when the 


he consoled himself with 
the thought that the 


farmers would tire of 


rush comes 


the cooperative fad when 


self-same merchants) to 
promote cooperative buy- 
ing. Individually and 
through their trade asso- 
ciations they have been 
hammering at the prac- 
tice. In some lines, as, 
for example, in the case 
of farm implements and 
machinery, the manu- 
facturers have backed up 
the retailers. Gradu- 
ally, this persistent oppo- 
sition has gotten under 
the skin of Congress. 
The Department of 
Agriculture graduated to 
the promotion of co- 
operative buying by 
farmers from an initial 


MANUFACTURER. 
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they came to realize how 
much it denied them in 
the form of local “dealer 
service.” 

The situation took on 
a very different aspect, 
however, when the more 
venturesome of the 
farmers cooperators con- 
ceived the idea of buy- 
ing direct from the man- 
ufacturers. That threat- 
ened the very existence 
of tarm outfitters. It 
would not compensate 
that the farmers in time 
grew weary of their 
hobby if in the meantime 
the retailers had been 
put out of business. This 


campaign to promote co- 
operative selling by 
farmers. It was entirely logical and con- 
sistent that the U. S. Bureau of Markets 
should show farmers and stock raisers how 
to obtain better prices by means of cooper- 
ative marketing. The success that attended 
the efforts of the Departmental specialists in 
this quarter impelled them to branch out 
and cooperative buying was apparently a 
progressive step. Indeed, the two activities 
dovetailed very neatly. It seemed no more 
than plausible that the allied farmers who 


chandise. However, the history of coop- 
erative stores in the United States con- 
tains so much of the tragic that even the 
most enthusiastic “county agents” were 
loath to counsel cooperation in this form. 
From the purchase of fertilizer in bulk it 
was easy though for the farmers to gradu- 
ate to joint purchase of farm machinery. 
In due course the farmers who had been 
converted to the idea began to think, in 
terms of cooperation, of any purchase that 
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was the straw which 

more than all else in- 
spired the organized opposition that has 
just borne fruit in the decapitation of an 
annual appropriation. Incidentally, this 
angle of the problems has brought its 
worries for sales managers. The sales 
manager with his line distributed through 
exclusive agencies in the agricultural dis- 
tricts has in many an instance faced the 
dilemma of either losing the patronage 
of a group of farmers determined to buy 
direct or else separating in anger from a 


time-tried agent whose facilities he will 
need in the future if not in the present. 
Each successive season for some years 
past the cooperative buying propaganda 
has been under heavy fire at the U. S. 
Capitol, when the officials of the Markets 
Bureau have sought renewal of the annual 
appropriations form “rural cooperation.” 
Always the promoters have sought to es- 
tablish an alibi by insistence that the de- 
partment never takes action to promote a 
coopetative enterprise unless specifically 
requested to do so by the farmers. Of 
course, that subterfuge did not satisfy the 
retail merchants arrayed against the plan 
and this year they carried their point with 
Congress. In cross-examination by the 
Committee on Agriculture of the U. S. 
House of Representatives, the cooperation 
specialists were asked pointedly whether 
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The De Vry gets your Salesmen 
a quick entree 


RM your salesmen with a De Vry Projector and a good 
motion-picture of your product and they will not only 
get quick entree to big buyers—but they’ll get you big orders! 


Think! Your film on the wall of your customer’s office! 


The De Vry Projector which secures such results weighs 20 pounds and 
works in a case 17 inches square by 7 inches wide. Carries anywhere. 
Attach a plug to any electric light socket, press a button, and a picture 
up to 12 feet square is projected and up to 80 feet distant. 


the purpose was not to “put all middlemen 
out of business” and whether the Depart- 
ment had not taken into consideration the 
necessity to the community of certain types 
of merchants. The upshot of the matter 
was that there was struck out an item of 
$16,000 which was to be used to promote 
cooperation during the year 1921. 

For all that the retail merchants and 
the manufacturers who are backing them 
have won their point to the effect that it 
is not meet nor proper for Uncle Sam to 
spend money in furtherance of a project 
that will injuriously affect an important 
class in the community, the observant sales 
manager may discern, if he will look 
sharply, in the rural community a brand 
new influence that is encouraging to co- 
operative buying in spite of all. The new 
element is found in the formation of rural 


For use where no electric current exists, we make a De Vry Generator 
which fits under the hood of a Ford automobile so that motion-pictures 
can now be shown ANYWHERE—with the use of this new De Vry 
Generator and our Portable Projector. 


Why not write us about this new way of merchandising? It pays! Let 
us give you a free demonstration in your own office. If you will fill out 
and mail the accompanying coupon we'll do it! 


The De Vry Corporation 


1210 Marianna Street, Chicago 


New York Office 


. 141 West 42nd Street 


The De Vry Corporation, 1210 Marianna St., Chicago, Dept. 5 


You may give demonstration of the De Vry in my office, without obligation. 


Corporation 
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credit associations designed to enable the 
small farmers to, by joint action, obtain 
loans from the banks, This new instru- 
mentality makes it possible, for the first 
time, for many farmers, including numer- 
ous tenant farmers, to pay cash for their 
purchases. It is obvious that the effect 
of the financial independence thus attained 
is to allow the farmer to break away, if 
he sees fit, from the local merchant to 
whom he has heretofore been tied by his 
need for credit. 


Canadian Tobacco “In- 
vades” ‘The States” 


For a long time Canada has been a profit- 
able field for the exploitation of leaf to- 
bacco and tobacco products of American 
merchants and manufacturers, but now 
there are indications that the tables are to 
be turned. It is learned that Hargraft & 
Sons, Ltd., of Toronto, eastern Canadian 
representatives of the famous Hudson Bay 
tobaccos, have secured the American 
rights from that company and have ar- 
ranged with Park & Tilford, of New York, 
and the S. S. Pierce Co., of Boston, to dis- 
tribute the Hudson Bay lines in the eastern 
states. 

For 250 years the H. B. C. has been 
bound up as an integral part of the history 
not only of Canada but of the United States 
as well, and now the old sign of the fur 
trapper and pioneers, is to be bound up 
with the tobacco history of the two great 
countries of the North American continent, 
the development of which in great measure 
has been due to that company of gentleman 
adventurers, 

The American distribution is already 
well under way. It is expected to be com- 
pleted very shortly and it is interesting to 
note that ever tin of the brands sold in 
the United States will bear the “Made-in- 
Canada” label as well as the all assuring: 
“Guaranteed by the Hudson Bay Company, 
Established 1670.” 


aT 
““Systemitis 
Oh, isn’t it great to be up-to-date 
And live in this year of grace, 
With a system and place for everything, 
Tho nobody knows the place? 


We've an index card for each thing to do 
And for everything under the sun; 

It takes so long to fill out the cards, 
We never get anything done. 


We've loose-leaf ledgers for saving time— 
The Lord knows what they cost; 

But half of our time is spent each day 
Hunting for leaves that are lost. 


It’s sectional this and sectional that; 
(We'll soon have sectional legs) ; 

I dreamt last night that I made a meal 
Of sectional ham and eggs. 


I dreamt I lived in a sectional house 
And rode a sectional “Hoss,” 

And drew my pay in sections from 
A sectional section boss. 


Oh, isn’t it great to be up-to-date 
And live in this year of grace, 
With a system and place for everything, 
Tho nobody knows the place? 
—Clipt. 
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Scientific Advertising — Number Four 


The March of Right Methods 


e Space Buyer of today is as much a master 


analyst as the commercial chemist. 


Under Scientific Management industry buys heat 
units—not merely tons of coal. Under SCIEN. 
TIFIC ADVERTISING procedure the agency buys 
reader interest—not merely bulk circulation. 


The Space Buyer deals with elements both human 
and mechanical, territorial and editorial. His test tubes 
are an advertising experience born of practice, and a 
knowledge of media born of study. His influence 
upon plans and copy is now as great as that of any 
other factor. 


This change is due to the constant growth towards 
SCIENTIFIC ADVERTISING. It is now recog- 
nized that scientific principles apply to the making 
of sales as well as to the manufacturing of shoes or 
shingles. 


Johnson, Read & Company strive always to practice 
in accord with SCIENTIFIC ADVERTISING and 
its demands for Sincerity, Ability and Work, looking 
forward to the perfection that can come only from 
such practice. 


It was natural, therefore, for us to go to the very fountain 
head of circulation knowledge—the Audit Bureau of Circu- 
lations—and secure, in Mr. G. F. Hobart, a space buyer having 
both actual circulation information and practical advertising 
ability to a degree which we think is unsurpassed. 


This is one of a series of advertisements on 
“Scientific Advertising’ as practiced by this 
organization and symbolized by its seal. 


JOHNSON, READ 
€& COMPANY 


1 N Cc oO R P O RAT FE D 
ecAdvertising 
202 SouTH STATE STREET, CHICAGO 


Charter Member American Association of Advertising Agencies 
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You can dampen a fire 
with a scattered spray 


Aim a scattered spray 


at a fire and you hit the 
mark*—with 5 or 6 percent | 
of the stream. But that 5 or 6 | 
percent doesn’t put the fire out. | 


*If you sell anything that 
is used in civil engineering, 
mechanical engineering, elec- 
trical engineering, mining en- 
gineering or chemical engineer- 
ing your mark is the maximum 
number of buying engineers. 


The 11 McGraw-Hill 


McGraw-Hill Co., Inc. c 
Tenth a <0 St., ni vam Pu bli CatIONS 
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But a straight stream 


puts it out | 


When you want to 
reach the buying engineers 
and engineering executives, 
the straight stream of the 
Eleven McGraw-Hill publica- 


tions is better than a spray. 


*McGraw-Hill publications do 
not reach chauffeurs, or baseball 
players or female elevator opera- 
tors. But they do reach buying 
engineers. ‘Electric Railway 
Journal,’ for instance, reaches 
executives controlling 99% of the elec- 
tric railway mileage of this country. 


Coal Age Power 
American Machinist 
Electric Railway Journal 


Electrical World 
Electrical Merchandising 
Journal of Electricity 


Ingenieria Internacional Engineering & Mining Journal 
Engineering News-Record Chemical & Metallurgical Engineering 


The Clean Up and Paint Up Campaign 


is now on in 


Philadelphia 


F you have not arranged for 
an advertising campaign to 


| Philadelphians are now buying: 


Paints, oils and varnishes 


cover the third largest market | ae Pano 
in the United States—“you'd [| Sat eeredtitemine 
better hurry.” Garden tools 


Brushes and brooms 
| Soaps and cleansers 


In Philadelphia there are: | Disinfectants 


Garbage cans and incinerators 


400,000 separate dwellings; Oa 
16,000 manufacturing places; | Heaters and ranges, etc. 


48,000 wholesale and retail stores. a 


“Nearly everybody” is getting started in a general 

“clean up” and alert manufacturers and dealers who will 
cater to the trade in the Spring House Cleaning here in 
Philadelphia will find it a responsive and lucrative market. 


Dominate Philadelphia 


Create maximum impression at one cost by concentrating 
in the newspaper ‘‘nearly everybody”? reads — 


ohn The Bulletin 
Philadelphia: + 


nearlv everybody Net paid average circulation for February: 
reads the | ie 
Bulletin 481,791 a day 


No prize, premium, coupon or other artificial methods of stimu- 
lating circulation have ever been used by The _ Bulletin. 


Our Experience With Moving 
Sales Pictures 


By H. H..Ohlmacher 


Of the Burroughs Adding Machine Co., Detroit. 


Mr. Patterson of the National Cash Register Company stated that the 
sales demonstration films used by N. C. R. salesmen doubled their volume 


of business. 


Others have experimented without much success. 
managers are so enthusiastic and others lukewarm? 


The Louden Machinery Company is equally enthusiastic. 


Why is it that some sales 
Is it the way the films 


are used? We have asked several concerns to give the readers of SALES 


MANAGEMENT the benefit of their experience with film advertising. 


is the first of several articles. 


HE first Burroughs film was in- 
tended as a canned demonstration of 
the bookkeeping machine. The office 
of a representative and well known user 
was selected, and the various operations in 
their bookkeeping filmed. It was our idea 
that this picture, with a portable projector, 
could be taken into a prospect’s office and 
shown to him as a definite selling demon- 
stration. Our motion picture man was a 
trained salesman. He worked in conjunc- 
tion with the regular salesman in the ter- 
ritory, calling on the prospect by appoint- 
ment and showing the picture in his office. 
They then tried to “close” the prospect. 


Burroughs Now Uses Two Films 


The plan didn’t work. It may have 
been the film’s fault; it may have been the 
man’s fault; it may have been the pros- 
pect’s fault. Anyhow, after a try-out of 
some months, we abandoned the idea of 
short-circuit selling by means of movies. 
Today we have two films, “The Machine 
That Thinks,” and “Speeding Up the 
World’s Work.” Each film is two reels in 
length—roughly 2,000 feet. “The Machine 
That Thinks” is the older of the two pic- 
tures. This was first shown in March, 
1918, the occasion being an annual conven- 
tion of Burroughs Agency Managers. The 
film traces the development of figuring and 
of the adding machine. Starting with Old 
Man Stonehatchet, whose ledger was a 
cliff, and who hacked out his records on 
solid rock, the picture traees the develop- 
ment of figuring needs which resulted from 
the gradual growth of commercial activity, 
until we come to the pen and ink book- 
keeper, tracking lurking errors through 
the columns of his books. 

At this point the story switches to Wil- 
liam Seward Burroughs, showing how his 
early occupation as a bookkeeper in a bank 
taught him the need for some mechanical 
device to lighten the figuring burden of 
the man at the desk. The rapid growth of 
the business is traced, and a few glimpses 
of modern types of Burroughs Machines, 
and the needs they meet are given. The 
second reel is made up largely of animated 
mechanical drawings, illustrating the way 
in which the adding machine is able to 
handle figures without possibility of error. 

The second picture, “Speeding Up the 
World’s Work” is just about a year old. 
This film is more directly concerned with 
the bookkeeping machine. The story starts 
with a series of comparisons between old 
and new methods—transportation, com- 


munication, agriculture, and others, show- 
ing how inventive genius has lightened 


This 


man’s burdens and speeded up his work. 
These inventions, however, have affected 
physical effort only. Until the adding and 
bookkeeping machine was brought forth 
no invention had been designed to help 
man think. This point is brought out by 
a comparison between the human _ book- 
keeping machine and the Burroughs, illus- 
trating how the mechanical method does 
away with the shortcomings of the fallible 
human mind. The second reel of this film 
shows various applications of bookkeeping 
machines to commercial work, and illus- 
trates the simpler principles of machine 
bookkeeping. 

We vave made no serious effort to get 
general circulation for our films. A few 
hundred feet of the first film were incor- 
porated in one of the better known screen 
magazines and have appeared in about 2,000 
theatres, but this was in no sense a Bur- 
roughs advertisement, nor did we attempt 
to exploit it. We have not attempted to 
place any of our films on regular theatre 
circuits. 


How Showings Are Managed 


We have, however, seven district adver- 
tising representatives in the field, connected 
with our various district offices. Each one 
of these men is equipped with a print of 
each film and with a portable projecting 
machine. 

In co-operation with the various agency 
managers, these field advertising men ar- 
range showings -fex tke: films before or- 
ganizations of business men. Rotary and 
Kiwanis Club luncheons are one very com- 
mon type of meeting covered. With the 
portable machine the film can be shown in 
any ordinary hotel dining or lunch room 
with very little trouble. Most of our 
agency managers are members of one or 
the other of these clubs. The matter is 
taken up with the club by our manager, 
who arranges a date when the district ad- 
vertising manager is going to be in town. 
The latter arrives with his outfit and the 
film is shown. Commercial Clubs, A. I. B. 
meetings, Bankers’ conventions, High 
School and Commercial School classes, and 
Credit Men’s Association meetings are 
other representative meetings where the 
films have been shown. Usually on a first 
visit, the first film is shown, and the book- 
keeping machine picture saved for a later 
occasion. Sometimes, however, a combina- 
tion of both films is used, and very rarely 
both are shown complete. The program is 
varied to suit the meeting and the time 
available. 

The total reported circulation to date 


325 


The 


for showings of this nature is 26,565. 
actual total is much higher, because many 
showings have not been reported officially, 
or have been reported without the size of 


the audience being given. Compared with 
general theatre circulation, the figure is not 
at all impressive, but every audience is 
handpicked. In showings of this type we 
have at least practically eliminated waste 
circulation. 

It has been our experience that audiences 
of the type we are getting are remarkably 
responsive. Several sales have been made 
as a direct result of the film exhibitions. 
We are not attempting to use motion pic- 
tures as direct sales producers. There is 
very little advertising in either film. They 
are frankly educational, and are accepted 
as such by our audiences. It is our idea 
that they will awaken in increased appre- 
ciation of the importance of figuring and 
bookkeeping machines in modern business 
and give a general idea of what these ma- 
chines can do. Being shown by courtesy of 
our local manager, the film gives some 
worth while publicity. In short, the func- 
tion of Burroughs films at the present time 
is to give general publicity of an educa- 
tional nature among audiences of business 
men or prospective business men. 


Hitching Your Sales Talk 
to the Buyer’s Pet Seller 
By G. C. Cunningham 


Secretary, Pioneer Glass and Paint Co., Omaha 


AM a strong believer in the associa- 
] tion of ideas, especially in introducing 

a new product. As a rule it is much 
easier to impress the buyer with the sound 
value of your proposition by comparing it 
with some product on his shelves which 
he has found to be a very desirable line. 
I can best illustrate this point by relating 
an incident from my own experience in 
the field. 

For four years I have made a special 
trip yearly with one of our salesmen, 
calling on some of our preferred trade 
and preferred prospects. This particular 
gentleman that the writer had in mind was 
too well satisfied with the line that he 
had been carrying for years. He preferred 
to keep same intact, did not wish a spe- 
cialty of another manufacturer’s make, but 
finally in an unguarded moment he stated, 
“Mr. Cunningham, it is wonderful the 
sales that we are having on this Mirro 
Aluminum Ware. Why, they don’t even 
ask the price. Our customers come in and 
ask for same.” 

I informed the gentleman that that was 
just what I was so anxious to do for him 
and, after he did stock this certain spe- 
cialty, that in less than twelve months’ 
time he would find that the sales on same 
would be even more satisfactory to him 
than on this certain brand of aluminum 
were. He immediately saw the point, 
grinned like a good fellow, and frankly 
stated, “Mr. Cunningham, you have put one 
over on me. I am open to conviction.” 
The deal was put over and the sale of 
this particular specialty in the paint line 
has developed to such an extent that it 
has exceeded his every expectation. 


Commodity 


= 
Coming! 
Prices on many commod- 
ities are already toboggan- 
ing. 


Others, still balancing, will 
crash soon. 


But— 
A third class will hang high 
for some time to come. 


abson’s 


Commodity Bulletin, just off the 
press, answers vital questions on 
the present unusual combination 
of circumstances in the commodity 
market. It contains information 
of vital importance to all buyers 
of commodities and raw materials. 


With these facts before them many 
business men can see what’s ahead 
and govern their purchases ac- 
cordingly. 


Report on Request 
A few copies of this Bulletin are 
available for distribution to inter- 
ested executives, gratis, 

Tear out the Memo—now—and 
hand it to your secretary when 
you dictate the morning’s mail. 


Merely ask for Bulletin No. FI-31 


The Babson Statistical Organization 


Wellesicy Hillis, Mass, 
Largest Organization of Business Advisors 
in the World 


TEAR OFF HERE 


For Your 
Secretary 


Write Roger W. Babson, President 
of the Babson’s Statistical Organi- 
zation, Wellesley Hills, Mass., as 
follows: Please send copies of Spe- 


MEMO 


—and Booklet “Increasing Net Prof: 
éts’’—gratis. 
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Good Salesmanship 
Demands 


that you carry 
your samples, 
catalogs and 


price lists safe- 


ly and 
tematically. 


CENTURY 
PORTFOLIOS 


because of their well 

arranged interiors, afford you that con- 
venience. Made in various sizes and 
styles. Strong — roomy — attractive. 
Prices reasonable. Investigate. 

Send for illustrated “Catalog B’’ today 

CENTURY LEATHER CRAFTS CO. 

350 Broadway New York City 


sys- 


How a Tire Company Stopped 
a Sales Leak 


By Charles Henry Mackintosh 


At a recent meeting of the Chicago Sales Managers Association some of 
the things that destroy the effect of salesmanship were discussed. One of 
the speakers was Mr. Mackintosh, formerly president of the Direct Adver- 
tising Association, and now connected with the editorial staff of the La Salle 


Extension University. 
work of good salesmen. 


He showed how poor letters quite often undid the 
Mr. Mackintosh has very kindly made a digest of 


his talk for the readers of Sates MANAGEMENT. 


that it is their job simply to keep on 

pumping business into the house, and 
that it’s up to the house to hold that busi- 
ness as best they may And so they pump 
away at the splendid, glittering, double- 
action sales forces, pouring a thick and con- 
stant stream of business into their concerns 
and yet somehow the levels don’t seem to 
rise as fast as they should. There may be 
leaks somewhere along the bottom or 
sides. Carelessness or discourtesy of cor- 
respondents, for example, allowing business 
to get away and run back, to be pumped up 
perhaps into some others, sounder, trough! 

The sales manager puts on extra pressure 
to make up for the losses caused by such 
leaks; he may even strain or break some 
important part of his machine through the 
violence of his efforts, disheartening or 
losing some of his best men, when the 
easier way would be to stop the leaks. No 
matter how competent and courteous the 
members of a sales force may be, the in- 
competence and discourtesy of those who 
handle the orders after they have been sent 
into the house, may destroy all the careful, 
diplomatic work; breeding bad will in place 
of good, driving hardly-won customers into 
the very arms of waiting rivals! And then 
whose fault is it, when Jones Bros. stop 
buying from the house? Whom does the 
big boss call on the carpet? The sales 
manager. Certainly. And the sales man- 
ager in turn demands an explanation from 
the man in the territory: “Why did you 
lose Jones’ business? When are you going 
to get it back?” The salesman is wor- 
ried and bewildered. He doesn’t always 
realize himself that he didn’t lose Jones’ 
business; that it was lost by some cub cor- 
respondent in the house who sent Jones a 
sharp letter about the state of his account 
or a curt note in reply to a complaint 
caused by carelessness in the shipping 
room. 

“Well,” says the sales manager, “I 
haven’t any control over the correspond- 
ents.” 

Maybe he ought to have. Certainly there 
isn’t anyone more vitally interested than he 
in their doing their work well. At least, 
if there are leaks in the business trough 
due to inefficiency among the letter writers, 
the sales manager might look for and locate 
these leaks and suggest to the chief leak- 
stopper that they be attended to at once. 
That’s better than standing at the pump 
and trying to pump a world full of water! 
Such leaks can be stopped very easily. 
Hundreds of houses have done so, by the 
simple expedient of installing a system of 
supervision over the work of all who 


Gist sales managers take the attitude 
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handle correspondence—particularly routine 
correspondence. 

Now, correspondence supervision doesn’t 
necessarily demand that all the mail be held 
up every day until someone has read it 
through and approved it. That plan 
wouldn’t prove practical in any house hav- 
ing any quantity of correspondence. The 
approved plan is to start with the corre- 
spondent, and improve his product by im- 
proving his ability as a letter writer. 

Here’s the way one big tire manufactur- 
ing company set about that. The super- 
visor went to the files and selected just 
two or three carbon copies of letters writ- 
ten by each of the correspondents. Then 
he studied the product of each correspond- 
ent individually and very carefully. After 
his analysis, he dictated a personal memo- 
randum to each, giving his comments, ad- 
vice, suggestions and criticisms so that they 
might win the assent and cooperation of 
the correspondent. For example, he would 
commence a memorandum by compliment- 
ing a correspondent upon the things that 
he handled especially well, explaining also 
just how his manner of handling them co- 
incided with the methods generally used by 
successful letter writers. Then he would 
pass on to the things the correspondent 
didn’t do quite so well, things he might 
improve by adopting certain concrete sug- 
gestions which were offered in the middle 
of the memorandum. The latter part dealt 
with the really bad faults of the corre- 
spondent, and these he was advised to elim- 
inate entirely. He was in the proper mood 
to agree, too, after having been compli- 
mented intelligently and advised wisely. 

The plan works well. It will work 
wherever someone of executive intelligence 
will make it his personal business to see 
to it. No one is more vitally concerned in 
holding every customer through courtesy 
and carefulness, than is the sales manager. 
Let him take the first step, then, towards 
stopping the leaks. 


“SALES MANAGEMENT is the most stimu- 
lating magazine that comes into our office 
and what is particularly noteworthy is that 
one actually secures information that may 
be used to practical advantage.”—Edith A. 
Bowers, McCaskey Register Company. 


“FIELD TACTICS FOR SALESMEN 
is a wonderful help. Our salesmen are 
highly pleased with it, and we have had 
many favorable comments. It has helped 
several ‘weak sisters.’ All of our men are 
using it, and we are having examinations 
by chapters.” M. B. Wagstaff, Sales Mgr., 
Johnson Biscuit Co. 


Majority Rules! 


In politics and art; in social creeds and 
moral standards; in literature, in business, 
and in advertising — : 

Majority rules! 

Majority decrees the “happy ending” 
in its drama. Majority gets it. Majority 
wants an independent candidate. Majority 
elects him. Majority demands a certain 
brand of merchandise. Majority buys it. 


Sell Majority and you have indirectly 
sold minority; for where the greater lead, 
the lesser follow. 

The Chicago Majority are easy to 
reach and easy to sell, because they are 
readers of one newspaper—the seven out 
of nine English-speaking persons who read 
The Daily News. 

Their word is law; their command is 
absolute. They direct the purchasing 
habits of the great Chicago market. 

And their impulses are formed, their 
buying dectstons swayed most effectively, 
through Daily News advertising. 

Sell those seven out of nine—the most 
powerful buying majority in this terri- 
tory—and you have sold the Chicago 
market through 


THE DAILY NEWS 


First in Chicago 


When It Pays to Treat the 
Buyer Rough 


By John G. Magaw 


General Manager, Pilgrim Rubber Footwear 
Company, Boston 


HE most stubborn case I ever had 
was a retail shoe dealer in a west- 
ern city. He was an exceptionally 
good account, and five other accounts 
bought as he did. Married to another line. 
Called on him a few times and could 
make no progress. Found out through one 
of his clerks the real situation, and quit 
calling on him for a time. 

Recommenced calling on him regularly, 
and for four years seldom missed him— 
making indirect, but never direct selling 
talks. At the end of the fifth year he, 
thinking it of his own volition, telephoned 
for me to come out and get order for six 
stores. This was fourteen years ago, and 


he and four of the other five stores are 
still satisfied customers of the house and 
good accounts. 

There is no such person as a retail 
shoe dealer who is not interested in our 
line, provided the salesman approaching 
him knows his business and is a general, 
Many dealers think they are not, and that 
makes the selling game the greatest end 
of the business. 

“A” thinks he is not because he has 
enough on hand. He can be shown—tak- 
ing into consideration any competing line 
he may be handling—that he, in some rub- 
ber boot or shoe, has not as good an arti- 
cle as he might have—or some way in 
which he may increase his sales. 

“B” says his competitor is handling our 
brand of goods and for me to go down 
and sell him. He has a chip on his shoul- 
der, which shows he is interested, and the 
finesse is to get him away from the direct 
sales attack and make him do the talking. 


—a letter from you to The Indianap- 
olis News will start an investigation 
of the sales possibilities of your prod- 
uct in The Indianapolis Radius. 


—the Merchandising Service Depart- 
ment of The News helps advertisers 
use the paper with maximum effi- 
ciency. Your letter will bring a com- 
plete analysis of this market—correct 
information of your distribution and 
the attitude of the trade and the con- 
sumers toward your product. 


—if conditions justify a sales effort 
| in The Indianapolis Radius, a plan 
will be submitted to you. But if 
| facts show that there would be mar- 
| ket resistance, you will be advised 


J. E. LUTZ 
ist National 
Bank Bldg. 

Chicago 


a complete analysis 
of your sales problem 


THE INDIANAPOLIS NEWS 


FRANK T. CARROLL, Advertising Manager 


DAN A. CARROLL 
Tribune Bldg. 
New York 


of the particulars and frankly told 
to keep your money. 


—the manufacturer entering this 
market will be aided in perfecting 
his distributing machinery. Securing 
of salesmen, route lists and introduc- 
tions to the trade, backed by advice 
based on a most intimate knowledge 
of the market will save the man- 
ufacturer expensive errors. 


—the interest of the Merchandising | 
Service Department does not cease 
with the start of the advertising. | 
Even after the advertising has been | 
published, investigations are made to 
ascertain the results of the campaign. 
Send that letter 
today. 


PP 
me 


In this talk he will show up his weak 
points and his real reasons, and that gives 
the opportunity to present the advantages, 
particularly on some shoe, of his handling 
a nationally advertised line. 

“C” says he did business, or tried to do 
business, with the house at some time— 
we all know this old one by heart—some- 
thing happened—Credit Department—Or- 
der Department—someone in the house 
“muffed the ball.” Abandon direct sales 
talks and work for an entering wedge 
through the heart. He is human, too. 

“D” says he is handling a competitive 
line and is absolutely satisfied. That story 
might have been taken in pre-war times, 
but it does not go today. Persistency will 
sell this fellow at least one item in the 
line, so as to have the entering wedge in 
to increase on later when a more definite 
plan is outlined to get him on the dotted 
line the way we want him. 

“E” says our goods don’t wear, or don’t 
fit He can make the same general com- 
plaint against every line on the market. 
Make him tell his real complaint, meet it 
or side-step it, then drop back sometime 
when he is out and get on friendly terms 
with his clerk, or neighbor, to secure a 
clue for the next approach under his hide. 

“F” is a “bluffer,” who thinks he is too 
busy to consider our line. Laugh at him. 
Give him a pleasant remark and then po- 
litely roast him. Treat him rough, in an 
inoffensive manner, and when leaving sting 
him just a little so that when you call 
on him again and he looks at you he re- 
members you, and realizes that he is up 
against a real fellow for the second round. 

All of these examples are subject to 
dealers being in credit standing, or being 
in a position so that they can be placed 
in credit standing, 


Argentina Does Not Shield 
Trademark 


Dispatches from the United States stat- 
ing that the American Manufacturers’ Ex- 
port Association had launched a_ fight 
against “trademark” pirates in various for- 
eign countries, including Argentina, were 
read with interest by the American busi- 
ness colony here. 

Americans are far from holding Argen- 
tines alone guilty of the practice, for the 
stealing of trademarks has been done here 


_even by Americans from their own coun- 


trymen, it is said, as well as by Europeans 
from Americans. The remedy against it 
is for the American manufacturer to regis- 
ter his trademark with the government 
without delay, otherwise when he attempts 
to enter this market he may find that some 
unknown individual or competitor in the 
same line of goods has anticipated him. 

Argentina has not ratified the Pan-Amer- 
ican trademark convention, under which a 
central agency for the ten southern repub- 
lics of America would be established in 
Rio Janeiro. 


ARTHUR T. FREER, sales manager of the 
Grocers Cost and Profit Guide Co., Stam- 
ford, Conn., has taken charge of the mer- 
chandising and advertising departments of 
the Interstate Chemical Co., Jersey City, 
N. J. 


Art Metal, Jamestown, N. Y. 
The name of ONE company—not of an industry 


Beacon Falls Rubber Shoe Company, Beacon Falls, Conn. 


Top Notch Rubber Footwear 

Belle Mead Sweets Makers, Trenton, N. J. 
Sweets That Satisfy 

The Billings-Chapin Company, Cleveland, Ohio 
U. 8. N. Deck Paint 

Bloch Company, Cleveland, Ohio 
Bloch Clothes of Quality for Men 

Joseph Burnett Company, Boston, Mass. 
Burnett’s Vanilla and Extracts 

Churchill & Alden Company, Brockton, Mass. 
Ralston and Trupedic Shoes 


Compania Nacional de Perfumeria, Havana, Cuba 
Hiel de Vaca Soap and Powder 


Cordley & Hayes, New York City 
XXth Century Water Coolers and Fibrotta Ware 
Cutler Desk Company, Buffalo, N. Y. 
“They Express Success” 
Frank E. Davis Company, Gloucester, Mass. 
Majl order Fish “Direct from Fishing Boats to You” 
Dentinol & Pyorrhocide Company, New York City 
Pyorrhocide Tooth Powder 
The Dry Milk Company, New York City 
Krystalak Milk Flakes 


Farnsworth, Hoyt Company, Boston, Mass. 
Red-line-in Shoe Lining Makes Shoes Wear Longer 


The A. C. Gilbert Company, New Haven, Conn. 
Gilbert Toys and Polar Cub Fan 


The O. L. Hinds Company, Burlington, Vt. 
“Breadwinner”’ Children’s Play Clothes 
Hoffman Specialty Company, New York City 


Hoffman Valves—“More Heat from less Coal” 


The Ives Manufacturing Company, Bridgeport, Conn. 


Ives Trains 


Klinker Manufacturing Company, Cleveland, Ohio 
Coco-Bloom Cocoa Butter Cream 


Kryptok Co., Inc., Boston, Mass. 
Kryptok Invisible Bifocals 


Who Uses Planned Advertising? 


Following is a list of the clients of Hoyt’s Service, Inc.: 


Daniel Low and Company, Salem, Mass. 
Mail Order, Jewelry and Gifts 


Manhattan Soap Company, New York City 
Sweetheart Soap 

The Manley-Johnson Corp., New York City 
Fox’s Improved Spiral Puttees 

Berthe May, New York City 
Maternity Corsets 


The Mechanics Bank, New Haven, Conn. 
Better Banking Service 


Mercantile Bank of Americas, New York City 
“An American Bank for Foreign Trade” 


Ohio Confection Company, Cleveland, Ohio 
Cocoanut Ditties—Good—and—Good For You 

Penn Tobacco Company, Wilkes-Barre, Pa. 
Honeymoon Smoking Tobacco 

Phillips & Clark Stove Company, Geneva, N. Y. 
Andes System One Pipe Furnace 

The Piso Company, Warren, Pa. 
Piso’s for Coughs and Colds 

President Suspender Company, Shirley, Mass. 
President Suspenders for Comfort 

Frank M. Prindle & Company, New York City 
“Violet”—The Name of a Perfumer—not a perfume 

The Printz-Biederman Company, Cleveland, Ohio 
Printzess—Distinction in Dress 

Russia Cement Company, Gloucester, Mass. 
Le Page’s Glue and Signet Ink 

Toy Mfrs. of U. S. A., Inc., New York City 
American Toys 

Union Thermometer Company, Inc., New York City 
“Unico” Thermometers 

Urbana Furniture Company, Urbana, Ohio 
Happi-Tyme Nursery Furniture 

E. S. Wells Estate, Jersey City, N. J. 
Rough-on-Rats 

White Tar Company, New York City 
Moth Proof Bags 

Geo. B. Woolson & Company, New York City 


Woolson’s Economy Expense Book 


We will be glad to send to any interested executive a copy of our booklet, “Putting the Advertiser on the 
Witness Stand,” containing letters from a few of these clients expressing, in their own words, what they 
consider to be the functions and worth of Planned Advertising. 


| Hoyts Service, Inc 
PLANNED ADVERTISING 


80 Boylston St.,cor. Tremont 


Boston, Mass. I] 6 “West 32 nd Street, New York 


Cleveland, Ohio 


Leader - News Building 


In the Westinghouse Electric and Manu- 
, facturing Company, whose Pittsburgh plant 
is shown in the illustration, there are 358 
subscribers to the Alexander Hamilton In- 
stitute. 

In the National City Bank of New York, 


pictured in the center panel, 133 members 
of the organisation have enrolled. 

There are 545 Alexander Hamilton Insti- 
tute subscribers in the United States Steel 
Corporation, whose South Chicago plant is 
shown above. 


The surest way to build a bigger business is 
to increase the capacity of your associates 


HERE are just two kinds of men 
at the head of American business. 


One kind thinks of business in terms 
of plants and raw materials and cap- 
ital; the other thinks primarily in 
terms of men. 


The first tries to carry the whole 
load, and frequently breaks under it. 


The second thinks in terms of men 
and gets them; encourages them to 
grow; and the growth of his com- 
pany is the automatic result of their 
development. 

This message is addressed primarily 
to executives of the second class. The 
kind of officials who realize that busi- 
ness is men; and that men are what 
their training makes them. 


The business you , 
most admire 


F you will write down the names of 

the business organizations you 
most admire—those that are largest 
and have made most progress, you 
will find this to be true: 

In every one of them are scores of 
younger executives who are enrolled in 
the Alexander Hamilton Institute’s Mod- 
ern Business Course and Service, usually 
with the encouragement and often at the 
suggestion of their superiors. 

‘When I learned that fifty of our 
men had enrolled in your Course the 
value of our stock rose several points 
in my estimation,” wrote George M. 
Verity, President of the American 
Rolling Mill Co. 

“Personally, I cannot speak too 
highly of the Course,” says J. H. Car- 


ter, Vice President of the National 
City Bank of New York, who writes 
to tell what it has accomplished for 
133 members of that organization. 

“The good that our people have de- 
rived from it has been phenomenal,” 
says Charles E. Murnan, Vice Presi- 
dent of the $52,000,000 United Drug 
Company. 


Who will be your executives 
ten years from now? 


HESE quotations could be 
matched by hundreds of others. 
There is hardly an important business 
in America which has not its quota of 
Institute-trained men. 
These organizations know who their 
future executives are to be. 


Do you know who will be compe- 
tent to direct your business ten years 
from now? 

Are there men in your organization 
who are following the Alexander 
Hamilton Institute’s Modern Business 
Course and Service? 

If there are, watch those men. They 
will repay the watching ; you will need 
bigger places for them, if you are to 
hold them; their growth will de- 
mand it. 


Any man should be glad to 
follow men like these 


HESE are the men who form the 
Advisory Council of the Insti- 
tute: 
Frank A. Vanderlip, the financier ; Gen- 
eral Coleman duPont, the well-known 
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business executive; John Hays Ham- 
mond, the eminent engineer; Jeremiah 
W. Jenks, the statistician and economist; 
and Joseph French Johnson, Dean of the 
New York University School of Com- 
merce. 
Their names are evidence to you 
that the training of the Institute must 
be unusual in its plan and its results. 


“‘Forging Ahead in Business’’ 


F YOU want big men about you, 

instead of mediocre men ; men who 
can take more responsibility every 
year, and whose minds are fertile in 
ideas, based on a real knowledge of 
business fundamentals—then you want 
a copy of ‘Forging Ahead in Busi- 
ness.” It is a 116-page book published 
by the Alexander Hamilton Institute 
for distribution to thoughtful men. 


Your copy is waiting your request; 
no obligation ; merely mail the coupon. 


Alexander Hamilton Institute 
641 Astor Place, New York City 


Send me “Forging Ahead in Business” 
without obligation. 
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© Personal Items 


This corner has been set off to keep you informed of the 
movements of your friends and co-workers in the sales 
field. Help us to make it complete by sending in such 

items—especially new appointments—as you 


personal 
think would be of interest. 


A. P. Stone has been made general sales 
manager of the Halliday Motors Corpo- 
ration, Attica, Ohio. Mr. Stone has been 
district manager at Cleveland for the Great 
Western Oil Company. 


Don C. Prentiss, formerly assistant 
general sales manager of the Packard Mo- 
tor Car Company, Detroit, is now general 
sales and advertising manager of the Wil- 
liam R. Johnston Manufacturing Company, 
Chicago, manufacturers of auto curtain 
windows. 


T. B. Laycock, Son & Co., of Indianapo- 
lis, have appointed GrorceE W. MolsTER 
their sales manager. Mr. Moister has been 
a member of the copy department of the 
Sidener-Van Riper Advertising Company, 
Indianapolis. 


The appointment of Cart AcTON as sales 
manager of, the Grauman Studios of Chi- 
cago, is announced. Mr. Acton was for- 
merly in the advertising department of 
Printer’s Ink at Chicago. 


L. D. GraHaAM, wholesale distributor for 
the Apperson Brothers Automobile Com- 
pany, Kokomo, Ind., has been made general 
sales manager of the Denby Motor Truck 
Company, Detroit. 


W. H. Hey_MAn, who has been in the 
automobile business in Spokane, Wash., for 
the past eleven years, serving as sales man- 
ager for the Hodgins Fosdick Motor Com- 
pany and later general and sales manager 
of the John Doran Company, has been ap- 
pointed sales and advertising manager of 
the Washington Tire & Rubber Company 
of Spokane. 


Although A. G. HANAUER is still the 
largest stockholder in the Washington Tire 
& Rubber Company, he has resigned as its 
president to become president of the 
Palouse Corporation, growers of apples. 


E. V. PLANeE, formerly president of the 
Carolina Tire & Accessory Company, Co- 
lumbia, S. C., has resigned and is now 
sales manager of the G. Norman Baughman 
Company, Tampa, Fla. 


WituiAM ILer Crane of Appleton & Co., 
has been made vice-president and _ sales 
manager of the Blackstone Institute, Chi- 
cago. Mr. Crane fills the position vacated 
by Ratpu G,. JOHANSEN, who is now general 
manager of the Hays School of Combustion, 
Chicago. : 


F, F. Pau, at one time vice-president 
and general sales manager of the Lalley 
Light Company of Illinois, has been made 
general sales manager of the Rowe Manu- 
facturing Company, Galesburg, IIl., makers 
of “Can’t-Sag” Gates, to succeed H. C. 
Netson who is now manager of that com- 
pany. 


B. O, SULLIVAN, division sales manager 
for Marshall Field & Co., will be in charge 
of the new sales room opened at Memphis, 
Tenn. The salesroom will be for mer- 
chants only, and will carry samples of all 
of Marshall Field & Company’s lines of 
dry goods, floor coverings, draperies, 
women’s ready-to-wear, men’s furnishings, 
etc. 


Greorce W. Ler, general sales manager 
of the Todd Protectograph Company, 
Rochester, N. Y., has been elected to the 
Board of Directors. This gives the sales 
organization direct representation in the 
company’s board of directors. 


Owing to the death of the former gen- 
eral manager, F. P. CLeveranp, P. W. 
BIDWELL has been appointed general man- 
ager of B. F. Perkins & Sons, manufactur- 
ers of engineering specialties, Holyoke, 
Mass. 


R. B. Tracy, western district manager for 
the Michelin Tire Company, has been made 
western manager of the Globe Rubber Tire 
Company, with offices in Chicago. 


C. B. Gace, of Honolulu and New York, 
foreign salesman for railway supplies, has 
just returned to Honolulu from a year spent 
in sales work in the Orient, including 
China, Philippines, Malaysia, Siam, etc. 

J. & E. Alexander, New York, manufac- 
turers of men’s shirts, have appointed 
SAMUEL WEISBARD sales manager. 


Miss June DuNHAM of the Christian 
Science Monitor has joined the staff of 
Johnson, Read & Company, Chicago, adver- 
tising agents. 


A. C. G. HAMMESFAHR, formerly vice- 
president and general manager of Collier’s 
Weekly, has been made vice-president of 
the Martin V. Kelley Company, advertising 
agents, with headquarters in New York. 


Ray T. MippLeton has resigned as gen- 
eral manager of the Standard Steel Cast- 
ings Company, Cleveland, to accept a posi- 
tion as vice-president and director of sales 
and advertising for the Kelly Metals Com- 
pany, of Chicago, Detroit and Los An- 
geles. 


WALTER Brown, for more than five years 
vice-president and general manager of the 
Webster Electric Company, Racine, Wis., 
and while still an officer and director of 
that company, has become vice-president 
and general manager of the Teetor Adding 
Machine Company, Des Moines, Iowa. 


The Association of Knit Goods Manu- 
facturers of America has arranged to pub- 
lish a monthly magazine to be called The 
Kneedle. Ray B. Woo.ey, of the Thomas 
F. Logan advertising agency and J. E. 
3RYAN, sales and advertising manager of 
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SALESMAN'S 
CORRBSPONDENCE 
~ MANUAL ¥ 


Your Salesman’s Daily Letter 


is the most important single thing 
that he sends to the office—ex- 
cepting orders. 


The right sort of letters enable 
you to keep in close touch with 
your men, to correct their short- 
comings, to develop their points 
of strength, and to build up a 
better and bigger organization. 
You should encourage your sales- 
men to write close, intimate let- 
ters to the office. 


The Salesman’s Correspondence Man 
ual was brought out to meet the very 
need Mr. Jones has in mind—the need 
of something which would “sell” the 
salesmen on the advantage to them of 
making regular and informative reports 
to the office. 


Contents : 


Value of Reports to the Salesman 
Making Letters Easy to Read 

Doing Away with Useless Words 
What the Office Wants to Know 
Information a Good Report Conveys 
Getting the Credit View-point 
Something About Advertising Reports 
Handling Complaints 

General Sales Letters 

Ten Tests for a Sales Letter 
Advance Letters for Salesmen 

How to Make Out Orders 

Letters to Help Customers, etc., etc. 


Over 185 subscribers to the Dartnell Month! y 
Sales Services co-operated in the preparation of 
this 100-page manual. It is filled with concrete 
examples showing the value of proper corre- 
spondence with the office and customer. There 
is a chapter on general sales letters of great 
value. tei is equally helpful to the sale esmen sel ll- 
ng one item over and over, or the salesman 
raveling ten trunks. 


Single Copy price $1.10 
On Approval 


THE DARTNELL CORPORATION 
23 WEST JACKSON BLYD., CHICAGO 


| 


“Say, Farrar, 


How Did You Do It?” 


Said a Sales Manager: 


“Farrar, I’ve been looking for a prac- 
tical aid like this for a long time. You 
have shown me more through your 
system in five minutes than I have been 
able to dig from a library of sales- 
promotional literature.” 


Said an Advertising Manager: 


“T’ll hand it to you, Farrar. Your 
system for making printed matter pay 
has already enabled me to save the 
company nearly $6,500. It gives me what 
I want tout de suite. It will enable us to 
save fifty times its cost in author’s cor- 
rections alone.” 


Said a Big Executive: 


“You’ve got something that I have 
been looking for these past fifteen years 
—a real, practical system for making 
our printed literature do justice to 
our various products—close sales with 
greater economy—create greater pres- 
tige for our institution. I wish you 
would see that each department man- 
ager used this system.” 


Said a Printer: 


“The idea in Section No. 1 means just 
$50,000 more business for me. How? 
Because I know just the concerns who 
can use this idea—and it will get me 
their business.” 


Something 
N CW — Nothing Like It 


MAKING PRINTED MATTER PAY 
SYSTEM is a yearly service in three 


parts. Part No. 1 covers eery form of 
printed matter, letterheads, booklets, 
circulars, inserts, catalogues, house- 


organs, mailing folders, office and order 
forms, new postal laws on what the 
Government will not mail, where to get 
the best mailing-list for the least money. 
Part No. 2 consists of Mr. Farrar’s per- 
sonal service on your particular printed- 
matter problems. This is done through 


the medium of twelve  personal-aid 
blanks which accompany each system. 
We not only sell you the system— 


Farrar stays with you and shows you 
how to get the best from it. Part No. 3 
consists of twelve monthly supplements 
keeping your system right up to date 
all through the year. 


Do You Know 


How to determine whether a sales let- 
terhead is 60 per cent, 40 per cent, 100 
per cent efficient? How to make a 
catalogue produce more orders? How 
to get two printer jobs while paying for 


one? When to use “blind” stationery? 
How to attach a circular going to engi- 
neers? What are the two essential features 


of a house-organ cover? How to use 
leaflets to offset cut-price competition ? 


Who Is Getting Out This 
New System? 


The same organization that founded 
Making Letters Pay System back in 
1914. This letter system is used by prac- 
tically every representative concern in 
this country. There is not a fair-sized 


city that does not include, among its 
prominent concerns, one or more users 
of our letter system. An organization 
that has turned out a product as good 
as that can be depended upon to give 
you a system for making printed mat- 
ter pay that will live up to its name. 


Cost Is Moderate 


The complete yearly service—and 
there are no extras—costs only $36, less 
3 per cent ten days, or generous time 
payments if preferred. A price mod- 
erate enough for anyone who takes 


pride in making their printed matter 
pay. For this you get Part No. 1, which we 
send you on ten days’ trial—Part No. 2, which 


covers ‘Mr. Farrar’s personal aid—Part No. 3, 
which includes twelve monthly supplements, 
keeping you right up to date throughout the 
year. 


Ten Days’ Free Trial 


We don’t ask you to buy MAKING PRINTED 
MATTER PAY SYSTEM. We only ask you to 
try it—use it right in your own office for ten 
days—test it any way you please—then decide. 
It must be good to warrant such a liberal test. 
That is all. 


It is. Merely return the coupon. 


Try It. Then Judge 


If this new system will save you money—will 
help you increase 
piece of printed matter you get out—then you 


want it. If, after trial, you don’t think it is 
all we claim, return it. But investigate before 
you decide. That’s reasonable. . 


—- eS 
MAKING IT PAY CORPORATION, 
222 West 42nd Street, New York. 


! 

| | 

| We would like to know more about your 
MAKING PRINTED MATTER PAY SYS- 

| TEM. Send the first installment for ten 

| days’ trial, with complete details how to | 
use the system, what the rest of the | 

| service includes, etc. The undersigned 

| will then either return all data to you | 

insured parcel post at the end of the | 
trial period or you can enter subscrip- 

| tion for the year’s service, including | 

| personal help on our printed matter— 
twelve supplements—etc., all of which is | 

| not to cost more than $36 for the entire | 

| 

l | 

7 | 

| 

| 

| 
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year. (Time payments allowed.) 
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the effectiveness of every’ 


the Superior Underwear Company, are 
members of the committee in charge of the 
publication. 
After serving the Albert Dickinson Com- 
pany, a Chicago seed house, for the past 
sixteen years as traveling salesman, H. G. 
Sears has been made sales manager. 


W. H. River, formerly with Gerlach- 
Barklow Company, Joliet, Ill., resigned to 
become secretary and treasurer of The L. 
W. Walter Company, Chicago, publishers. 
Mr. Rider’s duties are those of general 
manager. 

A. J. Hopkins has returned to the Gaw- 
O’Hara Envelope Company, Chicago, to be- 
come general sales manager. in- 4 
ConkKLIN, the former sales manager, is now 
president of the Eagle Envelope Company. 


O. C. Parker, formerly general manager 
of the Bullock Tractor Company, Chicago, 
is now general manager for The Franklin 
Tractor Company at Greenville, Ohio. The 
Franklin Tractor Company. recently pur- 
chased the Bullock Tractor Company com- 
plete and is now operating that plant as the 
Bullock Division. This plant is now in 
charge of CHar.es M. Burton, formerly of 
Procter & Gamble, who will remain in 
charge until the plant is moved to Green- 
ville when he will assume the duties of 
traffic manager for the Franklin Tractor 
Company. 


Georce U. Hatcn, who until recently 
was sales superintendent of the Winchester 
Repeating Arms Company, New Haven, 
Conn., has been made general sales man- 
ager of the Millers Falls Company, Millers 
Falls, Mass. Frank A. Maycumber has 
assumed Mr. Hatch’s duties with the Win- 
chester Company. 


M. S. Eyrtar has been made vice presi- 
dent in charge of sales, of the Elliott- 
Fisher Company, Harrisburg, Pa. Mr. Eylar 
was formerly general sales manager of the 
L. C. Smith Typewriter Company, and 
now fills the position vacated by the resig- 
nation of G. W. SPAHR who is now general 
manager of the Computing Scale Company. 


The annual meeting and election of offi- 
cers of the Chicago Sales Managers Asso- 
ciation was held on April 19th, 1920. Those 
elected were as follows: President, M. E. 
Nickerson, The Celluloid Company; First 
Vice-President, J. L. Gallagher, Calumet 
Baking Powder Company; Second Vice- 
President, J. M. Walker, Selz, Schwab & 
Co.; Secretary, V. Frank Banta, Efficiency 
Engineer; Treasurer, S. M. Perrigo, E. C. 
Atkins & Co. The new Board of Directors 
elected were: A. F. Hornisher, Scott 
Paper Company; C. J. Jackson, Jenkins 
Brothers; H. G. Grosse, American Ironing 
Machine Company; S. E. Earle, Northern 
Bank Note Company; W. H. Dennison, R. 
J. Richards & Co.; W. D. Lewis, Yale & 
Towne Manufacturing Company; J. A. 
Lytle, Corona Typewriter Sales Company. 


“We want to take this opportunity of 
congratulating you upon the character of 
the articles appearing in SaLes MANaG- 
MENT; several of them are unique and all 
of them are interesting and helpful. It is 
a publication which should be in the hands 
of every sales manager.” Hilo Varnish 
Corporation. 


Babys Reply 


(AS INTERPRETED BY DADDY) 


gt Bice ua Pp ary D 40a 49 tne 
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below. nL pence ey 
THE BORDEN COMPANY, Inc. 
Established 1857 


Borden Building New York 


t The Borden Company 


Send for booklets, 
“The Message of 
The Months’’, 
**Baby’s Biogra- 
phy.” Free for 
the asking. 


A few months back one of our 
readers, Mr. Bentley P. Neff, 
vice-president of F. A. Patrick 
& Co., outlined in our columns 
his plan for forming a national association of sales 
managers. In this article he said: “If the sales man- 
agers of the United States could select some magazine 
to serve as an official organ and utilize it as a clearing 
house for the gathering and dissemination of sales 
information I believe it in itself would form the 
nucleus around which the organization could be 
formed.” Some of our friends who read the article 
very kindly nominated SALEs MANAGEMENT, with the 
usual bouquets that go with nominating speeches 
and letters. We published these letters, as well as 
those from readers who took exception to Mr. Neff’s 
plan, in various issues without comment. Now it is 
being said that we have an ax to grind in opening our 
columns to a discussion of the national association 
project. It is a “subtle” scheme to feather (?) our 
nests by getting this publication made the official 
organ of the new association a la Barrett. Nothing 
could be farther from the truth. In the first place 
the membership of such an association would most 
likely be recruited from present subscribers to this 
publication, inasmuch as practically every wide awake 


Sales Management 
And the National 
Association Project 


sales manager in the country today is on our subscrip- 
tion list. Nothing therefore could be gained from the 
standpoint of circulation. In the second place no sane 
publisher, more especially of a publication which is 
growing at the rate SALES MANAGEMENT is growing, 
would sacrifice editorial independence by subjecting 
himself to the whims and foibles of a committee of 
men who know nothing of editorial methods and tac- 
tics. Editing a magazine, like managing a sales or- 
ganization, is a business in itself. A man who is a 
brilliant success as an editor may fail woefully as a 
sales manager, and vice versa! The good intentions 
of our friends are appreciated. But we wish to make 
our position clearly understood—there is no hidden 
motive, no darkies in the wood pile, behind our efforts 
in bringing to a head the sentiment for a national asso- 
ciation of sales managers. Our gain, if it might be so 
called, will be the common gain coming from higher 
standards of sales management and selling which such 
an association would bring about. 


*x* * * 


The next time you meet one of 
those chaps who insists that 
the product is the thing, and 
that sales management is noth- 
ing, tell him about Wool Soap. Twenty-five years 
ago, as you will remember, you used to see Wool 


The Wool Soap 
Babies Are 
Back Again 


FEF DITORIAL 


Soap babies everywhere. Then they became fewer. 
Rumor had it that the youngster whose mother didn’t 
use Wool Soap had to be withdrawn from the public 
gaze as the little shirt became shorter and shorter. 
But that wasn’t the reason at all. The trouble was all 
due to the opinion prevailing at Swift’s that the name 
of the soap was a misnomer. It gave people the idea 
that the soap was only good for washing woolens, 
when as a matter of fact it was an excellent all around 
floating white soap. So for ten years the Wool Soap 
babies have been out of a job, except when they were 
called upon to assist in putting Wool Soap Chips on 
the market five years ago. Now it has been deter- 
mined that the difficulty is not in the name at all, 
but in the method of marketing the soap. Pushed 
ahead by modern sales management methods, Wool 
Soap is once more taking its place among the best 
sellers. Instead of. loading the dealer’s top shelves 
and filling up his basement with the stuff, the new 
sales plan calls for putting in a small counter display 
package in every store, and selling each dealer only 
enough to start the ball rolling. Simultaneously with 
the appearance of these counter displays in thousands 
of stores, Swift and Company will put millions of 
beautifully colored full page advertisements in the 
hands of American housewives. Soap buyers will see 
the ads at home—they are the kind you can’t pass 
over—and then when they go to the store the counter 
display turns desire into action. All of which goes to 
prove that quite often we blame the product, or the 
name, or the market, when our own tactics are at 
fault. 

x * * 

Ever since this agitation for 
bigger sales through better 
dealers started there has been 
an unending procession of an- 
nouncements from manufacturers, wholesalers, and 
private individuals of some new kind of service for the 
retailer. With a few isolated exceptions most of the 
services put out by well meaning wholesalers and man- 
ufacturers have fallen flat. On the other hand the 
services put out by such trade papers as the Mer- 
chant’s Trade Journal, The Dry Goods Economist, 
and others, have attained considerable success. It is 
our opinion that one of the reasons why the services 
of manufacturers and jobbers have net succeeded, 
while those of the trade paper publishers have, is 
largely psychological. Men value lightly those things 
which they get for nothing. Most of the dealer help 
plans put out by the manufacturer have had this some- 
thing for nothing load to carry. Now comes Finch, 
Van Slyck & McConville, a St. Paul jobbing house, 
fathering a retail service with a fee of $25 attached. Ac- 


Making the Dealer 
Pay for Being 
Educated 


cording to announcements in the trade press it is 
an independent service bureau organized by the mer- 
chants of the Northwest and the advertising de- 
partment of Finch, Van Slyck & McConville. The 
president of “The Finch Merchants Advertisers’ Club” 
is the advertising manager of the firm. The vice-pres- 
ident is Fred D. Mann, a well known merchant of 
Devil’s Lake, N. D. The secretary-treasurer is J. W. 
Hamilton, sales manager of the firm, and the directors 
are successful merchants throughout the Northwest 
territory. The course of lectures and service features 
have been carefully worked out. They are not loaded 
with company propaganda, but are of the kind that 
will make the course worth many times $25 to any 
merchant who will apply it. We predict that the 
Finch Merchants Advertisers’ Club will go over big. 
It is going to make many Finch merchants more suc- 
cessful. They are in much the same position as a 
man going through college. The fellow who has to 
pay his own way through always gets a good deal 
more out of his education than the fellow who has it 
thrust upon him. 
ews 


Franklin K. Lane indicted not 
a few sales organizations, as 
well as Mr. Wilson’s govern- 
ment at Washington when, upon retiring as a cabinet 
officer, he said: “Fewer men of larger capacity would 
do the work better. Everyone seems afraid 
ot everyone. The self-protective sense is developed 
abnormally, the creative sense atrophies. Trust, con- 
fidence, enthusiasm—the simple virtues of great busi- 


ness—are the ones most lacking in government 
organization. As matters are now devised, there are 


too few in the government whose business it is to 
plan. Every man is held to details. We need for the 
day that is here, and upon us, men.who have little 
to do but study the problems of the time and test 
their capacity at meeting them.” Think it over. 
How does it fit your case? 


Everyone Seems 
Afraid of Everyone 


* * * 


In checking over last year’s 
news items it is very interest- 
ing to note that the list of con- 
cerns who filled the president’s 
chair with a sales manager includes such concerns as 
United Cigar Stores Co., The Coco-Cola Co., Austin, 
Nichols & Co., The Glidden Co., Butler Brothers, 
Allied Packers and others of equal calibre. It is safe 
to venture that more sales managers were elevated to 
the president’s job last year than during any other 
year in the history of American business. Un- 
doubtedly conditions had something to do with this 


Where They Found 
The Men for the 
Big Jobs Last Year 


record. There is a widespread fear of the future and 
a growing conviction that before long the selling end 
of the business will make or break it. But over and 
above this fact there is another reason, and a very 
significant reason. Sales Managers are getting a big- 
ger conception of their job. The dean of a law school 
told me that in a class of fifty, there are five sales 
managers. Why are these sales managers studying 
law? To become lawyers? Hardly, for there are very 
few lawyers who can approximate a salesman’s earn- 
ings, let alone a sales manager’s. No, it would be our 
guess that these sales managers are studying law to 
fit themselves for bigger positions, just as hundreds 
of other sales managers are studying accountancy, 
credits, finance and business administration. This 
tendency augurs well for the future of American busi- 
ness. It signifies that sales managers are awake to 
the importance of a well-rounded business knowledge. 
They are still specialists, but specialists capable of 
assuming broader duties if called upon. This year, 
and in the next few years to come at least, there are 
going to be a great many other sales managers called 
to administer the affairs of the whole business, as 
well as those of the sales department. 

x * * 

When the salesmen for The 
. Gray-Heath Company went 
pecan nape out on their one i each 
The Mail Muddle man was handed $100 and told 
to “sew” it up in his inside pocket. He was not to spend 
it unless an emergency arose. But if he landed in a 
certain town, and missed connections with his expense 
money, he was to rip the hundred dollar pocket 
and proceed to the next town. Needless to add, most 
of them had to fall back on the reserve, because of all 
the uncertain things in life there are few more un- 
certain than Mr. Burleson’s United States Mail. This 
condition is costing business houses millions of dol- 
lars every month. It is holding up salesmen, delaying 
orders, crippling promotion work, and messing up 
things generally. A subscriber to our monthly serv- 
ice in Kansas, reports that he received three weekly 
shipments of service—mailed from Chicago on three 
consecutive Saturdays—all together in one mail. 
Magazine subscribers are receiving their periodicals 
anywhere from a week to three weeks late. It takes 
two and three days to get a letter a few blocks in 
Chicago. But there is no use in blaming the post- 
office officials. They are doing all they can. The 
trouble is higher up. The parcel post more 
than anything else is messing up the mail service. But 
that is neither here nor there. Stop fiddling while 
Rome is burning. Get a water bucket and do some- 
thing. Begin on your representative in Congress. 


Get Busy and Do . 


Twenty Questions We Asked 
Our Salesmen 


By P. P. Fodrea 


Sales Manager, Iten Biscuit Co., Omaha 


As a general thing suggestions from salesmen are not much good. It is 
seldom that they can be used. Yet it is a good policy to encourage salesmen 
to make suggestions because quite often they contain the germ of a real idea. 


Then again they reflect the field point of view. 


Best of all, the knowledge on 


the salesman’s part that his suggestions are welcome and appreciated improve 
his morale and make him a better representative of his house. 


W JE attach a great deal of im- 
poftance to suggestions from 
our salesmen. It is our expe- 
rience that the salesmen who make the 
most suggestions usually do the most 
thinking about their work. A salesman 
who thinks about his work a great deal 
is certain to make a better man for the 
house than one who does not. The first 
step in developing star men is to make 
them think in big, broad dimensions. 
You cannot make a salesman think in 
a big way unless he has. been given.a 
big view of his work and its relation to 
the bigger aspects of the business. We 
do this by occasionally sending out lists 
of questions to our men, which we re- 
quire them to think over carefully and 
answer thoroughly. A list of questions 
sent out at the first of the year is shown 
on this page. The questions were 
printed on separate pages, with sufficient 
space after each question for the sales- 
man’s answer. At the time of sending 
the questionnaire to 


salesman has developed plans and methods 
that get results along certain lines. 

You would profit by knowing what 
successful plans have been used by 
other Iten salesmen. They would profit 
by knowing how you bring home the 
bacon. 

You may be a crackerjack Fairy Soda 
salesman, but you will find it difficult to 
sell drum and barrel goods. Or you may be 
stronger than horseradish on selling 
package goods, but when it comes to the 
sweet goods line, you are not satisfied 
with your results. Well, then, let’s ex- 
change ideas and help one another— 
and be helped ourselves, too. A man i3 
never too old to learn—or too smart, 
either. 

With this circular you witli find a list 
of questions—or, if you please, a ques- 
tionnaire. Most of us used to shy at 
such things, but after we filled out the 
one Uncle Sam demanded, they can 
never balk us now. 


Frankly, the principal reason back of 
these questions is a desire to make you 
think. 

If you will think first, and then write 
down exactly what you think, you will 
get more real benefit out of it than any- 
thing else you could do in the same 
amount of time. Then later on you 
will get the additional benefit of the 
good ideas and suggestions offered by 
the other salesmen. 

Now, please, please, don’t figure that 
you can get by if you answer “Yes,” 
“No,” “Don’t know,” and then repeat. 
What we want are facts and ideas—not 
mere words. You have what others 
need, just as they have what you need— 
and some thought and some time put 
in by each of us will be a mighty good 
thing for all of us. 

One of the great benefits to be de- 
rived from this plan is the insight it 
affords the sales manager into the work- 
ings of a salesman’s mind. The answers 
will surely reveal certain weaknesses or 
misunderstandings which should be cor- 
rected by means of personal letters. To 
that end, it might be well to return the 
papers to each salesman after grading, 
with a letter which corrects all mis- 
understandings he may have of your 
proposition as reflected by the paper. 

Other information such as a cam- 
paign might be expected to produce, the 
utilization of which is obvious, is the 
methods of working territories—could 
better results be secured if territories 
were smaller? The best ways of work- 
ing new trade—just what kind of a cam- 
paign would help most to open up more 

new accounts, or to se- 


the salesmen we sent 
out the following gen- 
eral letter: 

ALL SALESMEN: me 

There is every good 
reason to expect that 
1920 will produce the 
biggest year’s business 
we have ever enjoyed. 
We are _ confidently 
looking forward to 
good business in every 
territory. 

In making your 
plans for a big year’s 9. 
business, it is well to 
pause for a time and 
review conditions as goods” 
they now exist. When 11. 
you face the facts as 
they really are, you 12. 
put yourself in posi- 
tion to get better re- 
sults than if you re- 


territory? 


departments? 


QUESTIONS THAT MAKE SALESMEN THINK 
How many grocery and general stores are there in your 


2. How many do you sell exclusively? 

3. How many are split accounts? 

4. How many are exclusive competitive accounts? 

5. How many of the exclusive Iten accounts have well-located, 
well-arranged cracker and cookie departments? 

6. How many of the split accounts have such departments? 

7. How many of the exclusive competitive accounts have such 


8. To how many accounts have you sold cookie display cases? 
How many of the accounts you sell are featuring drum and 
barrel goods? 


10. How many of the accounts you do NOT sell are featuring these 


What is the best way you have found for interesting buyers in 
drum and barrel goods? 
How many of the accounts you sell are displaying and featur- 
ing package goods? 

13. How many you do NOT sell are displaying and featuring 
package goods? 


cure leads for new 
sales? Further plans 
for dealer help adver- 
tising—what can be 
done to get the better 
co-operation of deal- 
ers? While the ques- 
tions listed deal exclu- 
sively with our line, it 
is possible for any 
sales manager to use 
them as a basis for 
working up a set of 
questions of his own. 
Timely questions 
would naturally deal 
largely with the pros- 
pects for increasing 
business when present 
conditions loosen up. 
Sales managers can 
well give some thought 
to conducting a care- 


fused to face them 14. What is your experience as to the best method for getting poe bagi pi sagan 
merely because a few retailers to display and push package goods? _ wn oe - 
might be somewhat 15. What method have you found best for interesting a buyer in this ass - Suitable 
disagreeable. Fairy Sodas :n cans who has always bought crackers in boxes? cash prizes should, of 

No real salesman 16. How do you get about it to interest a retailer in pushing Fairy course, be offered for 


will delude himself by 
refusing to face the 
truth regarding the 
conditions he must 
change before he can 
develop more business 
in his territory. 


Fairy Sodas? 


There is another 
side to the general 
problem, too. Every 


Sodas in can lots to consumers? 
17. What is the best way you have found to induce a buyer to cut 
out competitive brands and concentrate on Fairy Sodas? 
18. What kind of advertising would your customers use in pushing 


19. What is there that the house can do to help you get more 
business on Fairy Sodas and on the general line? 

20. If you were a retailer, how would you go about it to make your 
cracker and cookie department the most profitable in your store? 


the best suggestion, 
either a fixed amount 
or a minimum amount 
with as much addition- 
al as the winning sug- 
gestion may be worth 
to the house. This ex- 
pense is justified from 
the standpoint of ef- 
fect on the sales force. 
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Big Change in 
Production of Wealth 


The South Is The Most Prosperous : 


Farming Section of America 


“THE South increased its 1919 crop values 


a billion dollars above the year preceding. This 
was 60%of the total increase for the whole country. 


The crop values of Texas were the largest 
of any state. Iowa was second with 215 million dol- 
lars less than the Lone Star State. 


North Carolina was fourth of all the states 
in the Union, being surpassed only by Texas, Iowa 
and Illinois. The Tarheel state led Kansas by 52 
million and Missouri by 134 million and exceeded by 
323 million dollars the crop value of the entire New 
England States. 


Tiny South Carolina surpassed Indiana by 
17 million dollars and beat New York and Pennsy]l- 
vania by a considerable margin. Mississippi, only 
recently recovered from the boll weevil invasion, sur- 
passed the great state of Wisconsin in the value of 
her agricultural products. 


Georgia outstripped Ohio, Missouri, Min- 
nesota, Michigan and Nebraska. Only three of the 
northern or western states out-produced her. 


The one medium that reaches the leaders 
in Southern agriculture is 


L. A. Niven, Advertising Manager 
Home Office, Birmingham, Alabama 
Raleigh, N. C. Memphis, Tenn. Dallas, Texas 


R. B. Farris, Director of Advertising, 
708 Kesner Bldg., Chicago, III. 


Standard Farm Papers, Inc., Wallace C. Richardson, Inc., 
Fi Western Representative, Eastern Representative, 
Conway Building, Chicago, Ill. 351 Fourth Avenue, New York, N. Y. 


Place Your Order 


Now for Volume 
Two (Bound) | 


Sales Management 


Subscribers who wish 
copies of the present vol- 
ume (Vol. II) of this 
magazine for library or 
personal use are urged 
to place their order at 
once. Weare only bind- 
ing 100 sets of this vol- 
ume. We already have 
advance orders for over 
half of that quantity. 
Bound editions for Vol- 
ume II will be uniform 
in style to Volume I, ex- 
cept that there will be’ 
about twice as many 
pages, and in the larger 
page size. Binding will 
be in heavy buckram, 
lettered in gold. 


No More Bound Copies 
of the First Volume 
are Available 


Do not send us any more 
orders for bound copies 
of the first volume. 
We sold the entire issue 


months. 
We have not even any 


out in three 


single issue copies left, 
except of two or three 
issues. With these ex- 
ceptions every single 
copy of Sales Manage- 
ment printed during that 
period has been put into 
circulation ! 


Volume II in Bound 
Form will be Ready 
September Ist 


Price (“Biied when deinered) $9.00 


The Dartnell Corporation 
223 W. Jackson Boulevard 
Chicago 


Trade-Mark and Good- Will 
A Protection 


Subscribers are invited to submit problems relating to registration of trade marks, label 


infringements, etc. If possible, t 


y will be answered in forthcomang issue. A 


ess: 


Trade Mark Department, Sales Management Magazine, 223 West Jackson Blud., Chicago. 


The Words “Quality” and “Value.” 


Memphis, Tenn. Our principal competitor is 


using on his shipping cases and elsewhere, under- 
lined “Trade-Mark Registered,” a design which 
embodies several advertising phrases and the 
words “quality” and “value” which we _ under- 
stand cannot be appropriated by any one firm. 
Is there no law to prevent this sort of thing? 
ag ; 


There is no law nor official regulation 
that reaches a case such as this. Yours is 
not the first complaint, but the official atti- 
tude at Washington is that the grievance 
in such circumstances is more imaginary 
than real. Without being in possession 
of the facts in the case, we may surmise 
that what has happened in this instance is 
what has happened in so many other sim- 
ilar instances, namely that a seller, having 
secured a Federal registration covering cer- 
tain features of his trade mark, has pro- 
ceeded to “give notice” as though the en- 
tire design were protected. However, the 
attitude of the Federal officials is that no 
harm is done inasmuch as it is up to any 
interested party to ascertain, as can readily 
be done, just what the registration covers. 
Incidentally it may be noted that were this 
indulgence in license more serious than it 
is this particular firm would doubtless 
escape penalties on a technicality inasmuch 
as the proper notation is not “Trade Mark 
Registered,” but “Registered, U. S. Patent 
Office.” 


Trade Commission Passes on Unfair 
Branding 


Elgin, Ill. Would the Federal Trade Commis- 
sion afford us any protection against the promis- 
cuous use of a brand name that we originated 
to designate a specific grade of goods but that 
bids fair to be robbed of its meaning? I note 
that the Trade Commission has taken steps to put 
an end to misuse of the terms “‘wool,’’ “merino,” 
“camel’s hair,” etc. W. S 


The Federal Trade Commission does not 
meddle with what are commonly designated 
as trade mark and good will cases but will 
consider the issuance of complaints in- 
volving what is known as the “passing off 
of goods” or practices that tend to stifle 
competition. 


The Wording “Manufactured For” 


Fresno, Cal. Is the national government adopt- 
ing, since this hub-bub about ripe olives packed 
in glass containers, a policy of discouragement of 
private branding? Some recent manifestations 
would - it appear, at this distance, that it 


is. C— 


The answer is yes—and—no. Broadly 
speaking the United States Government 
cannot, of course, call a halt on private 
branding. It is none of its business. At 
the same time there is no ignoring the 
fact that there is tendency to hedge about 
private branding with new restrictions or 
stiffer interpretations of old regulations. 
For example, the U. S. Bureau of Chem- 
istry has lately ruled that when candy is 
put up under the name of a wholesaler or 
jobber, the name appearing on the label 
should be preceded by “manufactured for” 
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or some such words in order that the pur- 
chaser may know that the name is not that 
of the manufacturer. And there is pend- 
ing in congress a bill that would require 
every packaged food product to carry the 
name and address of the packer. 


Will Proposed Patent Office Reorgani- 
zation Effect Sales Interests 


Gloucester, Mass. What will be the effect upon 
sales interests of the legislation to affect a re- 
organization of the U. Patent Office which I 
note is likely to be put through Congress at the 
present session? N. R O. B. 


Certain increases in fees to be charged 
the business public are provided for in 
order to enable the Patent Office to pay 
better salaries and retain the services of 
the experts who have been resigning to 
enter private employment. So much for 
the negative side of the proposition. On 
the positive side the new arrangements 
should prove a boon in that there is con- 
templated a heavy increase in personnel 
that will permit the Patent Office to “turn 
around” more quickly on all kinds of ap- 
plications and orders. As matters now 
stand our overworked and undermanned 
Patent Office is months behind in its work. 
Not only is there delay in the routine of 
registering trade marks and copyrighting 
labels but there is exasperating tardiness 
in such simple routine as filling the orders 
of the business executive who seeks to buy 
copies of existing patents, etc., in order 
to ascertain what the other fellows are 
doing ’ere he plans production or launches 
a sales campaign. 


When to Retain Counsel in Trade Mark 
Cases 


Alliance, Ohio. We have been solicited by an 
attorney to authorize him to act for us in resist- 
ing an attempt on the part of a com eting firm 
to register at Washington a trade-mark which in 
the opinion of our volunteer correspondent would 
be an infringement of our trade name. Would 
it be the wisest course to place our interests in 
the hands of this attorney who has brought to 
our attention a supposed duplication of marks 
of ca we might otherwise have been ignorant? 
C. a 


If there has been published in the Official 
Gazette of the U. S. Patent Office (as 
notice or warning to all interested parties) 
a trade mark which seems to conflict with 
your established mark—whether the latter 
has been registered or not—you will pre- 
sumably need the services of an attorney 
to file an “opposition.” However, the im- 
portant point is to satisfy yourself that 
there is really a conflict of interest ‘ere 
you go to the expense of fighting it out. 
For example, the attempt to register a 
“double” of your mark may contemplate its 
use on a line of goods so dissimilar to 
yours that there would be no likelihood of 
confusion in trade. It is just because at- 
torneys, eager for business, are apt to scent 
trade mark infringements where none 
really exists that the U. S. Commissioner 


Taking The Blue Sky 


Out of Selling 


What I know about Wilson M. Taylor and his wonderful 
Plan of Selling as outlined in ‘‘ The Science of Approach.’’ 


I have been a salesman and sales man- 
ager for years, and have been groping 
about trying to get at the root of the selling 
problem to find some basic plan or method 
that would be helpful to every man who 
sells—to put selling on a common-sense 

basis. 


I have bought and 
digested hundreds of 
dollars’ worth of 
books on the science 
of salesmanship. I 
have analyzed my own 
years of practical ex- 
perience in_ selling, 
and yet it was not 
until two months ago 
I discovered what I 
consider the most im- 
portant contribution 
to the Science of Sell- 
ing that has developed 
to date. At that time 
I was called in con- 
sultation with a client 
relative to advertising. Naturally, I came 
in contact with their selling force. I was 
amazed at the results these people were 
procuring from new salesmen, men who 
had no previous knowledge whatever of 
their line. I found upon close investiga- 
tion they had engaged 40 men who had 
never before sold their product and in a 
few weeks had trained them to be super- 
salesmen, earning double and triple their 
previous salaries. 


Sales Efficiency Ex- 
pert — Lecturer and 
Counsel for Business 
Organizations. 


I was naturally interested when told that 
the man directly responsible for this suc- 
cess was Mr. Wilson M. Taylor, Sales Eff- 
ciency Expert and Counsel for this 
organization. J met Mr. Taylor, talked 
with him, and found him to be an extraor- 
dinary man. In one hour he explained 
more of the real fundamentals of selling 
than I had ever before learned from any 
me man. I was delighted that I had at 
last found the key to successful salesman- 
ship, and, best of all, Mr. Taylor’s method 
was so simple and practical that any man 
could apply it. 


[ realized at once that this man had a 
message for a million other men like you 
and me who are selling or employing men 
to sell. I discussed with him the advisa- 
bility of distributing this message to those 
whose success in life depends upon selling. 
lhe result is that Mr. Taylor has written 
a book, “The Science of Approach,” .giving 


By THOS. P. COMEFORD 


to the selling world this plan which is the 
result of over 20 years of practical ex- 
perience in selling, research and analysis 
of men. It is now ready for distribution 
at a price within the reach of everyone. 
I further learned that Mr. Taylor has for 
years been successfully applying his meth- 
ods in his connections with some of Amer- 
ica’s largest business organizations, also for 
the United States Government. 


If you sell goods behind the counter, on 
the road or anywhere, or if you employ 
men to sell goods, you realize that the big- 
gest secret of selling is to know your 
prospect, and that your success in selling 
is largely measured by your ability to do 
this. 


Mr. Taylor’s method, as outlined in “The 
Science of Approach,” gives you the key 
to men’s minds. He classifies all types of 
men and shows you the best way to quickiy 
appraise the minds of men of various types, 
to determine their inclinations, their proc- 
esses of thinking, their basis of judgment 
and decision, so you can always take the 
line of least resistance in selling. Above all, 
Mr. Taylor is a teacher of men, and a 
builder of super salesmen. He has proved 
time and again that his deductions are not 
theory but are practical common sense and 
usable by every man who sells. 


Take, for example, the case of Mr. S. J. 
Frank, whom I had the pleasure of meet- 
ing, and who six months ago was a failure 
as a salesman. After three weeks’ training 
on the principles as outlined in “The Sci- 
ence of Approach,” Mr. Frank earned the 
first month in commissions more than he 
had in the previous six months and in the 
next five months ten times that amount; 
and he is only one of a dozen men in this 
one organization who have applied Mr. 
Taylor’s methods and succeeded in a big 
way. 

You should be able to greatly increase 
your sales through the application of Mr. 
Taylor's simple yet scientific method of 
selling. It is time for you to stop guess- 
ing. It is time for you to know your 
prospects, to be able to judge men, to know 
why people like you or do not, to know 
how to handle the procrastinator, to know 
the type of man who must be sold slowly, 
the type of man who must be sold quickly, 
the type of man who is interested only in 
cash values, the type of man who is emo- 
tional or non-emotional. To know these 
facts is to know in advance the proper way 


every one of their salesmen. 


Lecture ™ ™"""': 


A Word to Salesmanagers and Executives 


Many of America’s leading selling organizations have purchased “The Science of Approach” 
We can show you hundreds of letters from big men who 
pronounce this book to be the greatest contribution to selling in years. 

Write at once for. details and prices on books in large quantity. 


Mr. Taylor is also lecturing before large sales organizations. A few 
dates open. Write for details. 


to approach men of all types so as to sell 
them or employ them successfully, or to 
judge men so as to employ them success- 
fully. 


I want you and a million other men who 
are so vitally interested in selling or em- 
ploying men to send for Mr. Taylor’s book 
and to read it. He has agreed to send it 


ON 5 DAYS’ APPROVAL 


I venture to say that after you have read 
it you will not take 10 times the price for 
it, but should you not feel that it is worth 
the price, only $2, you can return it in 5 
days without obligation. 


Your opportunity is presented in the 
coupon below—Use it. All it requires is 
a little initiative to determine whether or 
not “The Science of Approach” will benefit 
you as greatly as it has benefited other 
men. You take no risk in determining this, 
and the chances are that for the small in- 
vestment of $2.00 you may run its value 
to you up into the thousands. Sign and 
mail the attached coupon TODAY. 


Note:—Get this book and analyze 
yourself—learn your latent forces and 
how you can utilize them. Know your 
positive qualities, so as to direct your 
energies most successfully. 


WILSON M. TAYLOR, Inc., 
35 West 39th St., New York City. 


Please send me copy of your book, ‘“The Science of 
Approach,”’ on 5 days’ approval—enclosed find $2.00. 
If I decide not to keep the book, I will return same 
to you within 5 days and you are to return the $2.00 
without question. 


Name 


Address 


A Few of Its 
Helpful Points 


Getting big orders away from 
close competitors. 

The difference between giv- 
ing a lazy and uncertain 
sales talk and knowing ex- 
actly and definitely your 
offer and all its terms. 
The importance of preparing 
lefinite, clean-cut statements. 
The right kind of reasoning 
with which to combat illog- 
ical arguments. 

Preparing effective answers. 
Reasons why the buyer re- 
fuses an interview. 

When te force an interview. 
When polite insistence is 
worth a trial. 

When to avoid mentioning 
the nature of your business 
The value of a few definite 
facts about the prospect. 
Getting a buyer started with 
a small trial order. 

Profit and turnover the basis 
for subsequent sales. 
Frequency of meetings be- 
tween salesman and buyer. 
Developing goodwill without 
trying for sale. 

Showing the buyer exactly 
how he can make money out 
of your product. 

Taking advantage of every 
opening 

Building logic through care- 
ful, concentrated thought, 
ete., etc., ete. 


ered in this volume. 


factors of failure. 


An examination of 


$3.50, the full price. 


20 Vesey Street 


Ronald Press Company 


Business Publications 
New York 


Principles of 
Salesmanship 


By Harold Whitehead 


Associate Professor of Sales Relations, Boston University, 
Author of ‘‘ The Rexall Course of Salesmanship,”’ 


**Peter Flint,’’ etc. 
Presents ical analysis of 
resents a practical analysis oO 


and the salesman to train himself. 


It takes up, step by step, the careful preparation 
of the sales argument, motives of the buyer, 
methods .of arousing interest, gaining an inter- 
view, the pre-approach, delivery of the sales talk, 
creating good-will, meeting objections, closing a 
sale, and every other aspect of selling. 


Solves Specific Problems 


The author answers hundreds of questions that 


come up in many lines of selling: 


tempt to close? etc., etc. 


Retail, Wholesale 
Specialty Selling 


Every branch of selling is consid- 
It is built up not on theory alone, 


but on actual selling experience of many years that has 
enabled the author to recognize factors of success and 
Mr. Whitehead combines a varied 
experience as a salesman and a practical knowledge of 
teaching salesmanship. He has put the results of this 
experience into this practical course of study. 


Judge the Volume for Yourself 


this book 
will show you what its value to 
you is. We will deliver a copy 
to you if you will fill out and 
mail the attached coupon. Within 
five days of receipt, return the 
book or send your check for 


Business Firm or Reference 


Address eevee eeseccen 


Salesmanship 
that will help the Sales Manager to train his staff 
Every man’s 
value as a sales producer will be incomparably 
greater if he is trained to use his analytical and 
reasoning faculties as explained in this book. 


How extreme 
may be the salesman’s method of securing an in- 
terview? How can buying power be estimated? 
What is the difference between comparison and 
“knocking”? What is the best method of learn- 
ing a sales talk? How should a supercilious pros- 
pect be handled? When should a salesman at- 


At All Good 
Bookstores 
See Our Manuals 
on 
ACCOUNTING 
ADVERTISING 
BUSINESS LAW 
CREDIT 
COLLECTIONS 
FINANCE 
CORRESPONDENCE 
QRGANIZATION 
MANAGEMENT 
RETAILING 
SALES MANSHIP 
FOREIGN TRADE 


Send for Catalog 


The Ronald Press Co., Dept. 203 QiexrS 
20 Vesey St., New York City 


Se PEE EEE OLE 


NA 


Send me a copy of “Principles of Salesmanship” 
for examination. Within five days, I will return it 
to you or remit the full price, $3.50. 


of Patents is even now taking steps to dis- 
courage the attorneys that practice before 
his office from ferreting out supposed en- 
croachments and making proffer of services 
to combat the trespass. 


Purpose of New Trade Mark Law 


Philadelphia, According to the information of 
your Trade Mark Department is there any point 
of contact between the amendments to the trade 
mark statutes lately approved by Congress and 
domestic business practice, or is this legislation 
applicable only to the use of trade-marks in ex 
port selling? ‘. = 


The new act overturns domestic practice 
in one respect although its principal appli- 
cation is, as you surmise, to the problem 
of international trade mark protection. The 
primary purpose of the new law was to 
give full effect to the arrangement whereby 
the United States exchanges trade mark 
registration with various Latin-American 
countries, but to this authorization the 
U. S. Senate added a “rider” that was 
later accepted by the House of Representa- 
tives, the purpose of which is to permit the 
expansion of U. S. franchises that origi- 
nated prior to the year 1895. There are 
not a few American sales interests estab- 
lished a quarter century or more that, by 
special concession, have been permitted to 
register their trade names for their origi- 
nal lines, but have never been allowed to 
stretch these names to cover new products 
because, in the meantime the words have 
been decreed to be geographical or descrip- 
tive or otherwise ineligible. The law just 
passed says in effect that members of a 
“family” of products should not be sepa- 
rated and that the time-honored famils 
name may be sanctioned for use by the 
later comers. 


Status of Old Marks Under New 
Register 


Superior, Wis. Will the new register for ex- 
post trade-marks which, I understand, Congress 
nas directed shall be opened at the U. S. Patent 
Office, affect the status of marks regularly en- 
rolled in the old register? O. H. B. 


Not in the least. Trade marks duly 
registered under the Act of 1905 have the 
fullest Federal sanction that is obtainable. 
The new arrangements are supplementary 
to those already existing and are designed 
to provide U. S. passports, as we might 
say, for trade marks that have heretofore 
been unregisterable at the U. S. Patent 
Office but which would have been regis- 
terable abroad but for the fact that they 
had not the prerequisite of a U. S. govern- 
ment certificate. Trade marks registered 
under the old arrangements have the bene- 
fit of a long list of precedents in the form 
of official rulings and Federal decisions 
indicating just what is what in domestic 
trade mark practice whereas we must now 
await such interpretations in order to be 
sure of the precise application of the new 
law. 


“I agree with you fully that there is help- 
ful information in every issue of SALEs 
MANAGEMENT, and nothing but death or a 
broken arm to prevent me from signing 
the check would persuade me to give up 
my subscription.” W. C. Standish, Sales 
Manager, W. A. C. Miller Co. 


“May I express my personal appreciation 
of the value in dollars and cents of your 
magazine, SALES MANAGEMENT.” D., L. 
Hanson, Sales Manager, Shawmut Com- 
pany. 


The Cheapest Way to Secure Dealer Distribu- 
tion is to Merchandise the Demand 
Your Advertising Will Create 


Unfortunately many manufacturers who are familiar 
with this Twentieth Century axiom, have permitted their 
salesmen to use it to exploit the dealer. 


Promises! And the advertising didn’t start—or was 
delayed until the goods were musty on the dealers’ shelves! 


Promises! That advertising that hit South Bend hard, 
would create a lively demand in New York! 


A short sighted policy that has cost the honest adver- 
tiser millions in unnecessary introductory sales expense. 


THE NEW YORK WORLD PLAN 


is designed to restore the confidence of 
the retailer in the advertising of the 
manufacturer. 


The New York World introduces the 
ADEQUATE AND advertiser-to-be to the trade, and the 
NON-CANCELLABLE , 
pr peter trade understand this, only after an 
adequate and non-cancellable contract 
_— has been signed, and this 


RE-ESTABLISHES LOST CONFIDENCE 
Is it then possible to secure co-operation and unnecessary 


to ram a product down the dealers’ throats by sheer weight 
of advertising expenditures. 


Te Protect the Retailer 


THE 
NEW YORK WORLD 


PLAN 


Ask us what competition you would find and what 
probable demand, in the New York Territory; how large a 
selling appropriation and how much more than 12,500 lines 
of advertising you would require for an introductory selling- 
advertising campaign. 


Try advertising in newspapers by the year 


THE NEW YORK WORLD’S MERCHANDISING DEPARTMENT 


Mallers Bldg., Chicago Pulitzer Building, New York Ford Bidg., Detroit 


Working a Sales Territory 
(Continued from page 304) 


is more than that of the so-called standard 
make and how to talk it to dealers and 
clerks, for we do not consider our tires 
sold until they are in service. Ask him 
how he expects the clerk to sell them un- 
less the clerk is provided with a sales 
talk. Do not let him start out’ until he 
is convinced of the importance of selling 
the man who sells the tires. 


Another thing that we must see that he 
understands; that every account has a 
credit limit placed on it by the Branch 
Manager, subject to the approval of our 
traveling credit man; that, with the excep- 
tion of Winter Stock Orders, this credit 
limit represents the total amount of credit 
that will be extended to dealer each month; 
that purchases beyond dealer’s credit limit 
in any one month must be paid for in 
advance or C.O.D. 


Explain to him that your branch is given 
a quota by the home office each month and 
that you divide this quota among your 
salesmen and they are expected to think 


out plans to help reach it; also that it 
is a part of your duty as District Sales 
Manager to work in the field with your 
men helping them in opening new accounts 
and assisting as much as possible; that 
you will be glad to drop him a line offering 
suggestions for increasing his sales and 
advise him of all inquiries received from 
his territory; that you -will expect him to 
come into the branch at least once a month 
and, as things come up that he wants to 
take up with you, to make memorandum 
and, when he comes in, to take up the dif- 
ferent subjects with proper parties with 
as little confusion as possible, that the 
office force may function as usual; that 
you will want to go over his Detail and 
Territory Sheets with him when he is in, 
to see how sales are showing up and make 
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Map 


Price Complete $20.00. 


7 West 29th Street 


Note :—DISTANCES between towns are indicated by figures 
aes Towns having population of 25,000 or over are Indicated by heavy cape I. e. 
Partial BATTLE CREEK. 
Towns having population of 5,000 or over are Indicated by cape 1. oe. 
Reduced DOWAGIAC. 


bees he ~ peeutation of less than 5,000 are Indicated by small letters 
6. aw. 

Main lines of railroads _ shown h . thus 

interurban trolleys are shown by broken "tines, thus— — — — — — 


3 yo to Travelers: Enlarge with ink the circles ey = lecation ef towns 
te be covered: the most available route will immediately be 


DO YOU SELL AEROPLANES? 


or Picture Films, Hosiery, Drugs, Bonds 
or anything else? If so, 


BLUM’S COMMERCIAL ATLAS 


is indispensable to you in planning your 
Sales Campaign, because— 


You can lay out a route at a glance. 

You can see what towns should be covered. 
You can see the weak spots in your territory. 
You are enabled to adjust conflicting territorial claims. | 
You can plan for sales-expansion. 

You can keep tabs on expenses. 


BLUM MAP COMPANY 


Purchase a pocket edition of our individual State Maps from 
your local stationer. 


Ask for Catalogue F. 


New York City 


Price 25c each. 


necessary changes and corrections, that the 
home office may keep their records up-to- 
date. 

Before you have completed your general 
talk, you will want to give him some idea 
as to the class of account we want; first 
one who will pay his bills on due date; 
second, a quality dealer—one who can and 
will give us volume. 


Talk on Dealer Helps and Advertising 


We are now ready to give him a talk 
on advertising—National Road _ Boards, 
Magazine, Bill Posting, Electric Signs and 
Dealer Helps. Have him read over our 
1919-1920 advertising book and take the 
time to find out if he knows how to talk 
them to the dealers—the helps that are 
free and the helps that he must sell. This 
is important, owing to the recent change 
in our advertising policy on dealer helps, 
and salesman must explain it to all deal- 
ers so as to avoid misunderstandings when 
placing their orders for advertising mate- 
rials. 

Impress upon the salesman that we shall 
expect him to help us merchandise those 
dealer helps shown in advertising book, at 
prices given, as material is sold at 
price of material; that while imprinted ad- 
vertising materials are shipped from the 
home office, tires and tubes are shipped 
from branch. This may seem unnecessary, 
but it is not unusual for us to receive tire 
and tube orders at the home office request- 
ing express shipments that should have 
gone to some branch, causing delay in 
shipment. 

Every salesman should be provided with 
a sample case, and, as the case will not 
serve its purpose if left in the parcel 
room or at his hotel, he is to be given 
to understand that we expect him to carr) 
it with him, that we may be benefited by 
the dealer seeing the samples. Look over 
the case and see that it is properly 
equipped with samples of tire and tub: 
section, sample of fabric, order book, 
weekly letter, advertising and credit forms. 
section book, advertising book, sales man 
ual, etc. 


cost 


Starting Salesman Out 


Having given the salesman a_ general 
talk, and he having familiarized himself 
with the Hood Tire Policy by reading 
the sales manual and advertising book, w« 
hand him his check to take care of his 
traveling expense, instruct him how to 
make out his expense voucher, shake his 
hand, wish him success and say good-by« 
You as District Sales Manager have now 
added another responsibility to those you 
may have had, and that is to follow up 
the salesman’s work closely and help him 
to make good. Remember, you selected 
him and, if by chance he doesn’t make 
good, you must be sure that you did your 
part by helping him in the field as well as 
on his visits to the office so that he cannot 
say that there was lack of co-operation. 


“It is not an inopportune time to add we 
get a lot of good from every copy of SALES 
MANAGEMENT. The writer has watched it 
grow from its first copy and we are de 
lighted to see it increasing from many 
angles.” W. R. Greenwood, District Man- 
ager, The Adder Machine Company. 


“T want facts, facts, facts,” declared the man 
who looks after two-thirds of the entire world’s 
telephone business. And when he gets facts 
which he particularly wants to emphasize and 
to make stick in the public’s mind, he presents 
them in chart form. For illustration, see the 
back cover of the American Telephone and 
Telegraph Company’s annual report. There 
you will see how Chairman Theodore N. Vail 
pictures the growth of his colossal company. 
“T don’t want you to guess. I can guess my- 
self. I want you to know,” Judge Gary once 
reprimanded a private secretary who, in reply 
to a certain question, gave a non-commital 
answer. Throughout the world’s greatest in- 
dustrial organization, the United States Steel 
Corporation, charts are freely used to keep 
executives accurately posted. 
In another industry in which America eclipses 
the rest of the world charts are daily relied 
upon to an extent which has won world-wide 
recognition. I refer to the National Cash 
Register Company. The dynamic head of it, 
John H. Patterson, insists upon everything 
being charted, from the contents of a helpful 
book which he wants to visualize for his force, 
to the company’s output. 

* * * * 


Frank A. Vanderlip declared during the 
feverish expansion of the National City Bank 
of New York during the war that it would 
have been impossible for him to keep track of 
the growth of the business had not charts been 
used to illustrate graphically and simply every 
phase of the institution’s operations. No 
financial institution ever utilized charts half 
so freely. I have been privileged to examine 
many of these charts and they give a lucid 
picture of the bank’s activities even to a lay- 
man like myself. 
* * * * 

A page or two of charts and graphs can reveal 
to the banker and the business man and the 
stock market operator more information, and 
in an infinitely more effective manner than 
can be brought out by mountains of percen- 
tages, decimal fractions and other figures. 
The New York Annalist, for example, attaches 
such importance to charts that it often uses 
them on its front cover. 


One of the most telling advertisements ever 
used by the railroads consisted of a pictorial 
representation of “The Railroad’s Dollar.” 
This little picture emphasized as no mere 
figures could ever have emphasized the extraor- 
dinarily large part of the railroad’s income 
which goes direct to labor in the form of wages 
and also indirectly to labor for the purchase 
of equipment and other materials. It also 
drove home to the politicians and agitators 
among the public how very small a part of 
every dollar of earnings goes to stockholders. 


A representative of Swift and Company told 
me recently that “The Swift Dollar” was re- 
garded by them as perhaps the best “argu- 
ment” they had ever devised to demonstrate 
to the public just what becomes of the money 
received by the packers, and he added that 
they had received requests for these “dollars” 
from every part of the country. 
* * * * 


We all know, too, that Government and army 
headquarters during hostilities, depended less 
upon masses of intricate figures than upon 


charts. 
* @¢ @ * 


By such means a clear, correct picture could 
be obtained of the swaying fortunes of war 
throughout every theatre of operations. Cole- 
man Du Pont, builder and owner of the great- 


Charting as a Pathway to 


Success 
By B. C. FORBES 


Mr. Forbes is a recognized authority on large- 
scale finance and business, and the foremost 
interpreter in America of the careers of the lead- 
ing Napoleons of Finance and Marshals of 
Industry in the country. 


est office building in the world, told me that 
he spent at least six months more than any 
othér man probably would have spent over the 
original plans for the Equitable Building (New 
York), before one brick, or one stone,or one 
girder was laid upon another. 

* * * * 


“The extra six months thus spent saved me 
millions of dollars, for fewer changes have 
had to be made on this building than any 
other huge building I know of. And its suc- 
cess is testified to by the fact that we have a 
waiting list of tenants big enough to fill the 
building twice over.” 

* * * * 
This roll-call of facts, incidents and anecdotes 
demonstrates the part now played by charts 
in the conduct of modern affairs, and reveals 
also the importance attached to them by the 
brainiest and most successful of our business 
and financial leaders. 
More. It suggests one pathway by which 
ambitious young Americans can climb towards 
the top. It discloses, does it not, that the man 
who can acquire a mastery of charting is 
thereby fortified with power—knowledge is 
power—calculated to fit him to exhibit his 
worth to his superiors? J. Ogden Armour tells 
his lieutenants: ‘I don’t want you to come 
to me for decisions. I want you to come to me 
with decisions.” 

* * « + 
Don’t you see how much better equipped the 
junior executive or other official who can com- 
pile a pointed, illuminating, self-explanatory 
chart is than any of his colleagues to lay before 
his president a proposition and decision? Is 
it not plain that Mr. Armour or any other 
executive wrestling with a hundred daily prob- 
lems will welcome a visit from a man who 
presents his propositions or decisions in such 
a way that they can be grasped in half-a- 
minute or half-an-hour instead of being con- 
fronted with a bewildering mass of statistics 
which would take them a day or half a week 
to digest? The prime problem of every cap- 
tain of industry, every financial leader, every 
transportation giant, every colossus in any 
walk of life is to utilize every moment of his 
working time to the most profitable advantage. 
His time is his fortune. How he uses his time 
decides whether he is to rise to higher and 
higher success or whether he is to lose out in 
the battle of business. 
There is not one of these Napoleons who would 
not single out for advancement, for greater 
responsibility, and for closer connection with 
himself, any employee who devised some 
method or means whereby the solution of 
problems could be made easier and, therefore, 
quicker. Suppose some alert employee came 
forward with a chart or series of charts, or even 
inspired a superior to adopt the use of a chart 
or series of charts, which really helped the 
president to grasp a situation more clearly and 
rapidly, isn’t it morally certain that either 
instantly or in course of time the president 
would discover the identity of the genius who 
had contrived to make the running of the 
business easier, moze scientific and, therefore, 
more successful? 
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Wideawake business men are beginning to 
sense not only that charts can help them to do 
their work more expeditiously and more 
accurately, but they are beginning to discern 
that charts and other graphic illustrations can 
be introduced, with wonderfully successful 
results, to interest workers, to arouse their 
enthusiasm, to give them a broader grasp of 
their duties and to stir up in them interest in 
the progress of their concern. 

* x * & 


“The way to succeed when you are an em- 
ployee is to make yourself as useful as you can 
to your employer,” John D. Rockefeller onc« 
enunciated to me as a basic rule for the attain 
ment of success. 

* ” * 
For all these reasons, and others not here 
enumerated, there is full justification for 
describing the studying and mastering oi 
charting as one pathway towards the summits 
of success. B. C. Forbes 
Copyright 1920, Business Charting Institute. 


Note:—No one man is perhaps better 
equipped by actual experience to tell the tru 
value of charting as a means of increasing 
one’s earning power than Mr. Forbes. Many 
people use charts but do not get the full 
value because they do not understand how 
to apply charts to business principles. 

For over twenty years a group of leading 
business and university men have been co 
lecting the proven fundamental principles oi 
charting. These have now been completed in 
simple, easy to understand form and instantly 
usable style. 

This complete work is now offered you by 
the Business Charting Institute, No. 5, No. 
Wabash Avenue, Chicago, at a very moderate 
cost. 

This master training in charting as applied 
to business principles consists of fifteen lessons 
and three lectures. 

With these you can now 
Analyze by charts Save by charts 
Buy by Charts Manage by charts 
Convince by Charts Prove by charts 
Decide by charts Read by charts 
Think by charts Invest by charts 
Study by charts Organize by charts 
Work by charts Plan by charts 
Teach by charts Talk by charts 
Sell by charts Advertise by charts 

If you are an employer or an ambitious em 
ployee—if you have your eye on bigger bi 
ness or a bigger job, or are bent on maki 
your own work more effective and valuabl 
learn Charting and apply it to your work 
Let us show you—let us send you the first « 
these fifteen lessons, as a sample—Free. 

Remember no one ever attained succes; 
without grasping opportunity. This may 6 
your opportunity. It costs nothing to find 
out. Don’t delay. Cut out, fill out and send 
coupon today. 

FREE CHART LESSON COUPON 


Business Charting Institute 
706 Kesner Bldg., 5 No. Wabash Ave., 
Chicago, Ill. 

Send me free your first lesson in the Master Training of 


Charting and Business principles without any ovli ation 
on my part. 


Ne eet cccdesvadwakeududweaeadus 
Ie iain aac tcccwcddwne 
Capacity...... 


Address 


| 
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This Buyer Was Only Half 
as Smart as He Thought 
By Forbes Lindsay 


Formerly, Instructor of Salesmanship, Pacific 
Mutual Insurance Company 


F the various freak types with whom 
6) the salesman has to deal the Know- 

it-all is the most contemptible. He 
is really easy to handle, if one knows how 
to go about it. 

The Know-it-all may be likened to the 
sophisticated trout that can’t be tempted 
with the brightest fly, but falls right away 
for a worm on a bent pin. Argument is 

: wasted on a man of this kind. But his 


egctistical conceit makes subtle suggestion 
a, facile medium for influencing him. 


The salesman should not seriously op- 
pose the Know-it-all. On the other hand, 
it is unwise to agree with him too readily. 
The better plan is to display doubt when 
he advances a foolish proposition. Then, 
as he waxes eloquent in his contention, 
feign discomfiture and a gradual but re- 
luctant conviction. The Know-it-all dearly 
loves a victory of this sort and it puts 
him in such complacent good humor that 
it is child’s play to land him with a worm 
and pin. 

Let me give you a characteristic illustra- 
tion of the manner in which the smart 


is required to fulfill. 


ing of any commodity or service. 


Every process in the preparation and pub- 
lishing of a house organ is explained in 
detail in this book. It tells how to edit a 
house organ—how to select and use illustra- 
tions, engravings, type faces, color plates; 
the class of articles to use to arouse the 


A Text Book of Filing 


By R. S. Butler and H. A. Burd 


The first book to deal, completely and in 

practical detail, with all the most efficient 

and up-to-date filing systems. Give; in- 
| formative date on filing for every c09:.ceiv- 
able line of business. Will make a file cierk 
an expert in his or her job. $2.50 net. By 
mail, $2.70. 


At All Booksellers 


MODERN SALESMANAGEMENT 
| By J. George Frederick 


There is not a “why” nor a “how” 
| dising or distribution that is not fully answered in this book. 


The author, who is one of the leading authorities on the subject, describes the 
ideal sales manager and discusses in a masterly manner the various functions he 
For example, the creation of demand and education of 
consumers; the selection and treatment of salesmen; evolving of sales strategy; 
stimulating and assisting the retailer; the application of efficiency principles, and 
hundreds of other subjects of vital importance. 


This book is for the salesmanager, the salesman, the manufacturer, the jobber, 
the advertising man, the retailer, or for anyone who is concerned in the market- 
$2.50 net. 


EFFECTIVE HOUSE ORGANS 


By Robert E. Ramsay 


Here is the Answer 
to Your Sales Prob- 
lem. The last and 
best word on Sell- 
ing — Merchandising 
—Distribution. The 
book that tells the 
whole story. 


in the scheme of selling, merchan- 


By mail, $2.70. 


interest of the reader; gives practical advice 
concerning presswork, binding, mailing and 
distribution. It makes everything clear. 
Nearly 400 pages. 40 full page illustrations. 
$3.50 net. By mail, $3.70. 


Commerciz' Correspondence 
By . ames N. McCord 


A thoroughly practical volume on _ business 
letter writing covering all forms of corre- 
spondence. It tells how to prepare form 
letters, sales letters, inspirational letters; 
how to make collections by mail; how to 
handle complaints, etc. A book every busi- 
ness man needs. $2.50 net. By mail, $2.70. 


These Are Appleton Books 


a seen 


| D. APPLETON & COMPANY, 35 West 32nd Street, NEW YORK | 
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Aleck kind is apt to overreach himself. 
He was a big fish in a little urban pond. 


The life insurance agent 


had come from 


New York to propose a $50,000 policy to 


him. 
tures of the incident. 


I will just fill in the significant fea- 


The Know-it-all listened to the proposi- 
tion with an air of superior tolerance and 


then intimated that life 


insurance is a 


shell game, well enough for simple minded 
suckers, but he couldn’t be caught with it. 

“If the companies were willing to give 
the public a square deal, they would issue 


a policy of this sort.” 
original idea, and added: 


He expressed his 


“T’d take $50,000 


of that kind of insurance, if you could 


sell it to me. 


3ut, of course, you can’t.” 


Now the Know-it-all had described al- 
most precisely a freak contract which many 
companies will write, although they rarely 


have call for it. 


What a chance to show 


Mr. Smart Aleck up. Did the agent jump 


at it? He did not. 


Mr. Agent was the picture of humble 
dejection, as he began to gather up his 
papers, meanwhile mumbling his regrets 
that no business could be done with the 


omniscient person. 


The latter was beam- 


ing with unguarded self-satisfaction. 


Bowed by 
turned toward the door. 


disappointment, 


the agent 
Then, as a ray 


of light penetrated his stricken soul, he 


swung round and cried: 


“There isn’t a 


ghost of a chance, but I’ll be damned if 


I won't try it.” 


They’d probably think 


him crazy at the home office, but he’d put 


it up to them. 


There was just the faintest 


possibility that, on account of Mr. Smart 
Aleck’s prominence—and so on. 


But, alas, 


the lustre died out of the 


agent’s eyes as the utter hopelessness of 
the situation was borne back upon his 


mind. 


He turned away sadly, leaving the 
Know-it-all chortling with glee. 


This gen- 


tleman’s hilarity increased when the docto: 
came on the fool’s errand of examining 
him for a policy which no company would 


issue, 


In a few days the agent was back. 


He 


unfolded a wondrous tale and wound up 
by producing a policy for $100,000 written 
on the terms outlined by the Know-it-all, 
and prominently stamped, “Special Con- 


tract, Strictly Confidential.” 


The Know- 


it-all, proud to be the only possessor oi 
such a contract in the world, readily wrote 


his check. 


And everybody was happy. 


“Let me compliment you on your journal, 


SALES MANAGEMENT. 


I consider it the best 
of its kind being published today. 


It 


surely is inspiring and each month I look 


forward with 


interest to its arrival for 


some further good thoughts such as are 


contaned therein.” 
Seinsheimer Paper Co. 


A. C. Klemm, The 


“The last issue of 


SALES 
MENT was received today. 


MANAGE- 
It is replete 


with just the kind of information sales 
managers want. I compliment you on the 


wonderful success 


you 


have already 


achieved, and extend to you my cordia) 
good wishes for future success.”"—H. J. 
Putman, Sales Mgr., LaCrosse Rubber Co. 


“Satisfied customers do not come back 


alone. 
them.” (Blanton.) 


They bring their 


friends with 


CELLULOID FILMS ARE DANGEROUS!!! 


The operation of any portable projector USING CELLULOID FILMS without a fire-proof booth, is prohibited 
by State, Municipal and Insurance restrictions, and the violator is frequently subjected to severe penalties. 


—But 
The New Premier 


Pathéscope 


Flickeriess ‘‘SAFETY STANDARD’”’ 


Motion Picture Projector 


Can Be Used By Anyone 
Without Anytime 
Danger Anywhere 


The Pneumatic Scale Corp., Ltd., with five Pathescopes 
and twenty thousand feet of Pathescope “Safety 
Standard” film, is showing to the manufacturers of the 
United States, Canada and Australia, in their own 
offices, the marvelous accuracy of its pneumatic weigh- 
ing devices and the splendid efficiency of its automatic 
packaging machinery, im actual operation in other 
plants, which owe their success to the installation of 
similar machinery! Taking the mountain to Mahomet. 


aia es 
: Us 


ais 


Do you think Your Business Prospect can give his un- 
divided attention to your motion picture, while fearing 


Tain 
aan a film fire? 


ae | 
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As Used in Pillsbury Mills 


Why not profit by the experience of such firms as:— 


Belding Bros. Silk Co. 12 Pathescopes 
Hershey Chocolate Co. 10 ™ 
National Cash Register Co. 20 


American Bank Note Co. 5 Pathescopes 
Baldwin Locomotive Works 14 ‘4 | 
Barber Asphalt Co. 11 ‘ 


Many of them adopted the Pathescope after unsatisfactory and expensive efforts to 
use unapproved projectors with dangerous celluloid films. 


The MOTION PICTURE CONVINCES 


The salesman equipped to show his product by safe motion pictures not only gets a showing, but 
gets the order. 


A Pathescope weighs only twenty-three pounds. Fits in a small case. Operates from any light 
socket. Pictures up to 12 feet at any distance up to 75 feet. Motor drive and rewind at variable 
speed. 


If you already have a film let us make you a Pathescope print from it that you can show anywhere 
without danger or restrictions. 


Explanatory Printed Matter Sent on Request 


sloncer\ The Pathéscope Co. of America, Inc. 


Willard B. Cook, President 


Suite 1824, Aeolian Hall, New York City 


Agencies in Principal Cities 


OF SAFETY 


Is there a Hole 
In Your Sales Map? 


TS Omaha Empire is the richest per 
capita large territory in the world. 
Let us tell you about its enormous buying 


power. Write for Sales Analysis No. 30. 


CHAMBER OF COMMERCE 
Omaha 


The Very “‘Feel’’ of a 
_ Wiggins Card Bespeaks 


volumes for the character and ability of 
the bearer and the house he represents. 
The firm, bristly bristol board with its 
clean-cut, perfectly formed engraved 


letters denotes a care and attention to 
details which the recipient subcon- 
sciously associates with the product 


and policy of the firm represented. 
Wiggins Peerless 
Book Form Cards 


come in book form. And yet each card can be 
instantly detached and bears a sharp, clean-cut 
edg There is a style and distinction about 
Wiggi ns Cards that command the respect of ex- 


ecutives Many of America’s biggest business 
houses use them. Why don’t you? Send for a 
specimens Detach them. Note the ‘‘feel’’ 
*haracter they convey. Then think of the 
convenience. /, 
John B. 
Wiggins Co. 


Established 1857 


122 S. Michigan Ave. 
CHICAGO 
Engravers, 

Plate Makers, 


1100 S. Wabash Ave. | 


Le etters to vGebienias 


Send your salesmen my stimulating 
weekly letters. One month’s trial 
service, $1.00. House Organ and 
Sales Bulletin Contributions fur- 
nished at a moderate charge. 


JOHN J. LUTGE 


Sales and Advertising Counselor 
363 W. 27th Street, New York City 


Should Salesmen be Paid for 
Mail Orders? 


By Saunders Norvell 


Chairman of the Board, McKesson & Robb ins, Inc. 


O house divided against itself can 
N stand, so I have always believed in 

giving salesmen full credit for mail 
orders just as if they sold the goods in per- 
son. This enlists the co-operation and sup- 
port of salesmen in having mail orders sent 
direct to the house instead of their advocat- 
ing the risky business of having mail orders 
mailed to their headquarters. 

In a comparatively small business the 
sales_manager_must_manage sales_ and 
the mail order manager must handle mail 
orders, but where the business is large 
enough to justify a number of sub-sales 
managers under a general sales manager, 
then the sales manager assigned to a cer- 
tain geographical territory should also 
handle not only the salesmen’s orders, but 
the mail orders and the claims from that 
territory. There might be a claim man who 
O. K.’d and checked up all claims when 
they were allowed, but the best results are 
obtained by having sales managers pass on 
both claims and mail orders. 

The basic idea under the organization of 
even the largest business is to try to get it 
down to a point where it would be just as 
much as possible like the small business 
handled by one man, 

I know some merchants will immediately 
say that the sales manager cannot do all 
this work; he cannot watch the salesman’s 
orders, mail orders and claims. My an- 
swer is that he can do it, if he properly 
trains his assistants so they will relieve him 
of detail work, only referring matters to 
him for decisions. 

Danger of Inaccurate Records 

I remember once I went through a large 
establishment and the president spoke very 
proudly of his system of figuring profits. 
Just to have a little fun, I remarked to him 
that I did not think his profits were figured 
accurately. He was very indignant. He 
said, “How do you know whether they are 
or not in the few moments you have de- 
voted to walking through the house?” 
“Well,” I answered, “I will bet you a Dun- 
lap hat that you could go over any sales- 
man’s file on profits and you will find that it 
is full of errors.” He became interested, 
and we made a test. The profit figuring 
turned out to be a joke. Then he turned to 
me indignantly, and asked what made me 
think that their profits were not figured 
correctly. I answered: “Just because I 
took a good hard look at the man who is 
doing the work and I made up my mind 
from his untidy, slip-shod appearance and 
the way he was jollying the girl sitting next 
to him that no ACCURACY could come 
forth from that source.” 

Therefore right here allow me to say 
that when you start a sales system, see that 
whatever systems you do introduce are 
done accurately. Better have fewer forms 
and systems and have them right. To pull 
a lot of records on a salesman in order to 
check up his work and then have him show 
you that these records are all wrong cer- 
tainly makes a very bad impression upon 
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the mind of the salesman. In other words, 
no sales manager can ever command the 
respect of his men and no system of rec- 
ords could ever command any respect un- 
less the salesman knows that these records 
are ACCURATE just as far as is human) 
possible for them to be—Drug Topics. — 


“I want to say that the April issue of 
SALES MANAGEMENT is one of the finest 
numbers you have put out and one of the 
best pieces of business literature I have 
seen. May your good work go on.” Pau! 
H. Nystrom, Sales Manager, International 
Magazine Company. 
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Sales Management 
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$ 1 Pe POST 


PAID 


TOONS 


a4 A splash of ink 
Makes Nations think. 


Why not use Cartoons 
to put over that House 
Organ, Trade Journal, 
Sales Letters, etc. 


Why not cartoon your 
heads of departments 
or salesmen from 
photographs. 

Send for proof sheets. 


LEW MERRELL 
608 S.Dearborn St. Chicago 
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Handy Expense Books 


For Traveling Salesmen 

Save time and troub'> for salesman and boon 
keeper because the, eliminate all carr)ing 
forward and reduce the possibility of error. 
For a accounts. 
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Fitting the Sales Appeal 


to the Man 
By H. L. Fogleman 


HERE are only seven types of 

temperaments in human nature, 

and just as you take the twenty- 
six letters of the alphabet and throw 
them into monosyllables, polysyllables, 
words, sentences, paragraphs, books, let- 
ters, sermons, selling talks and argu- 
ments, so you can take these seven types 
of temperaments and throw them into 
their proper combinations which will un- 
lock the innermost results of any man’s 
being. 

I will just give you three types. You 
have seen the type of face with the wide 
forehead, the triangular shaped face and 
hody. You have also seen the type of 
the great big fat man, big in the middle 
and tapering toward either end. You 
have seen the type of fellow, with the 
great big square head and square body 
and square jaw. We call these types the 
mental, the vital and the motor. The 
first expends its force through the brain, 
the second expends its force through the 
digestive system and the motor type ex- 
pends its force through the muscles. 
These types are illustrated by three 
presidents, Wilson the mental type, Taft 
the vital type and the other Roosevelt. 

If Wilson is the mental type, then at 
once I know that his mental characteris- 
tics are intellectual, idealistic, thought- 
ful, refined. There is no use to stop to 
prove to you that he is intellectualistic, 
that he is an idealist, that he is a thought- 
ful man and that he is refined. You know 
that Taft is jovial, luxury-loving, sub- 
stantial. Taft likes his mince pie and his 
pumpkin pie. It is the vital type. Then 
the motor type, Roosevelt, independent, 
dignified and liberty-loving, a man who 
compared favorably with the lion and 
the tiger. 

A man came to me some years ago 
and said, “Fogleman, tell me how to sell 
Wilson, Taft and Roosevelt an automo- 
bile.” Now if I were to sell Wilson an 
automobile—I never sold any—but if I 
were, I would appeal through the motive 
of taste. I would show Wilson the 
beauty of outline, the beautiful color, the 
ease of operation, anything and every- 
thing that would appeal to the motive 
of taste. If I were to sell Taft an auto- 
mobile there is only one motive I would 
appeal to in the life of a fat man, and 
that is the motive of comfort. I would 
open up the door and I would get Taft 
to sit in those great, big, easy, soft 
cushions and show him how nice it was. 
1 would take him for a pleasant ride 
without a jolt or a jar, for a fat man 
does not like to be jolted. 

And if I had tried to sell Roosevelt an 
automobile I would have known he 
would never have looked for comfort. I 
would have appealed to strength and 
power and durability. I would have got 
him to sit in that seat with me and 
opened up the throttle, and I would have 
taken him through space at the rate of 
90 miles an hour. I would have taken 
him up hills and down across valleys and 
over streams, and I will bet you that 
before I had got very far he would have 
said to me: “I’m sold, Fogleman.” 


The Dream of a 


Salesman Fam 


r & 


Sy 
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How a Two-cent Stamp 
Made the Dream Come True 


Of course Jim was ambitious—of course he 
worked hard, and yet when he got his salary check 
it was barely sufficient to keep the wolf from the 
door. As for giving his family the things that 
would add ‘so tremendously to their happiness— 
things his children wanted—well, it just could not 
be done. He tried harder than ever to replace 
those worried wrinkles with smiles, but when little 
Chub and Doris went motoring with their play- 
mates he felt like robbing a bank to be able to 
afford the car he and his wife had set their hearts 
on, months before. 

Then one day Jim met Perry, who formerly had 
been with his company, and had been known as a 
good fellow but a poor salesman. Perry was wear- 
ing finely tailored clothes; he had much more 
spring in his step than in the old days, and looked 
decidedly prosperous. 
The father of Chub 


TESTIMONIALS and Doris asked him 
‘*Personal Selling’’ con- where he had inherited 
tains more boiled down, his money. 


tangible, usable selling 


smiled nd 
information and argu- Perry Ln a 


ment than anything that with the pardonable 
has come off the press, pride of a_ self-made 
as far as I know, in a man, he told how he 
long, long time. The had increased his in- 


author has had ample come until now he and 
experience to draw upon. 


This work has the true his family could enjoy 


ring of genuineness. It the good things of 
is free from theory, and life. He told how he 
is right down to brass learned to make a big 
tacks. It is practically | sale where before he 
a text-book on salesman- had been happy to take 
ship. It is concise, 1 1 "H ld 
easily read, and is a a small order. e tok 
book that will be read how he had earned the 
and reread many times.” extra bonus offered by 
(Signed) T. B. Hilton, his company to the 
Street Railways Adv. Co., high man, how his new 
New York City. interest in his work 
“Personal Selling” had made him happier 
tings the bell. It is plain than ever before, and 
to see that the subject is how former worries had 
handled by a man who been smothered by the 
knows e: —_ . _ pleasures his increased 
strains from the shoul; | Salary checks "brought 
education in the subject his family. 
treated. It should be in Perry told how he 
the hands of every sales- had learned to make 
man -“ | SS ae friends of those who 
More real stuff has been . 
crowded into this course formerly had been cold, 
than one could imagine. unresponsive prospects; 
In addition to its infor- how they listened, be- 
native value, it is inspir- cause interested, and 
ing, ae -— almost eagerly signed 
=. and bristles with the dotted line. And 
i s . 
te , when he_ showed his 
s . 
a = —— last salary check, the 


size of it made his less 
successful friend whistle 
with surprise. 

Then he told the big secret: é 

“Well, Jim, two years ago I was discouraged, 
down-hearted, and ashamed to see the sacrifices 
Elsie had to make to keep the house running and 
to give the kids even an occasional trip to the 
movies. It was at the height of this gloom that I 
heard of a set of books called ‘Personal Selling.’ 
which outlined the principles and fundamentals of 
one of the most successful salesmen of modern 
times. I was desperate and willing to try anything. 
I sent for the books, accepting the publisher’s offer 
of five days’ free examination. The books came. I 


Tire & Rubber Co 


studied them and tried out the methods suggested 
I was surprised at the ease with which I grasped 
the vital points of successful selling and how the 
suggestions offered corrected the very faults that 
had kept me from going ahead. 

“The experience of Wesley A. Stanger (author 
of ‘Personal Selling’) as Sales Manager for Thos. 
A. Edison ‘Ediphone,’ N. Y. C., writer for System, 
Manager of Royal Typewriter Company, Chicago, 
and President of the Mitchell Automobile Co., Mis- 
souri, made ‘Personal Selling’ fairly hum with 
ideas and suggestions that were practical and easy 
to follow. 

“From that day my income steadily climbed. In 
four months I became high man in the company, 
and tonight I am taking the train for home to 
break the glad news to Elsie that Perry is to be 
the name of our new Sales Manager.” 

That talk with Perry was the dawn of a new 
life for Jim. A request brought the books, and 
today—to make a long story short—only ten 
months later, little Chub and Doris are enjoying 
the expressions of wise indulgence that the greatly 
increased income of their Daddy makes possible 


Free Proof at Our Expense 


You have read what “Personal Selling” meant 
to Perry and Jim and the happiness it brought to 
their families. They saw their opportunity and 
grasped it. The same opportunity awaits you 
For the sake of your family, don’t pass it by. 

So positive are we that Mr. Stanger’s course will 
bring you increased income through the achieve 
ment of greater success that we will send the com- 
plete set of “Personal Selling” without a single 
cent in advance. Surely this is convincing proof 
of our faith in the big benefit you will receive 
from this offer. 

Don’t hesitate a second. Rush the coupon to us 
The complete set of 12 books will be sent by re- 
turn mail. You and you only are to he the judge 
Try Mr. Stanger’s methods, and if. after five days’ 
examination, you are not convinced that the books 
will increase your income, return them at our ex 
pense and you owe us nothing. 

Can you afford to lose this chance for the price 
of a two-cent stamp? Then mail the coupon, a 
postal or letter today. ‘This may well be the turn- 
ing point of your entire business career. 


THE BIDDLE PUBLISHING CO. 
Dept. 30-A 
19 W. 44th St., New York City 


Please send me immediately on five days’ 
approval, your 12 books on ‘‘Personal Sell- 
ing.” I will either remit the price, $6.00, 
or return the books within the specified time 


SG daacaeues 


Business ...... 


Note—If you wish to make payment in ad- 
vance we will :nclude Mr. Stanger’s “The 3 
C’s of Selling,” in uniform binding. as an 
extra premium. You to still retain the five 
day privilege. 
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HE latest 

book on 
that subject 
in which every 
alert business 
executive is 
keenly inter- | 
ested. 
A practical ex- 
position of the 


art of business 
letter - writing. 


A handy desk-book for daily help and 
reference—for you and for every corre- 
spondent and stenographer in your com- 
pany. 


This big little book is not only a manual 
of style; it not only tells the things 
that are of primary importance in mod- 
ern business correspondence— 


It also reveals the finer points of letter- 
writing, and shows you how to make 
your letters direct, forceful, individual, 


persuasive, grammatical, and attractive. |, 


Price $1.00 postpaid. I guarantee sat- Fa 
isfaction or refund. Because of 7 
the low price, remittance posi- 

tively must accompany orders 7 
for single copies. I can, - 
however, send bill 
orders for two or more # £E,M. Dunbar 
oo 7 1913 Rowena St. 
E. M. DUNBAR Boston, Mass. 


1913 Rowena S 


St. 
° 7 $1.00 enclosed for 
a Ps Better Letters. 
7 PRMD. <sucseun venue ences ba creeaueanns 
Se VOEDE 6555s uinisu 5 Vasiacak eases ewes eke 


OSTAGE 


The 25¢ monthly magazine that 
tells how to transact business by 
mail — Advertising, Selling, Collecting, 
Catalogs, Booklets, Circulars, Letters, Office 
Sys ems, Money Saving Ideas. Since 1916 the 
officia | magazine of The Direct Mail Advertising 
Association. 6 menths $1.00; 1 year $2.00. 


POSTAGE 18 East 18th St., New York Cty 


WORDS WIN! 


For want of the right word many an 
appeal or description has suffered. Like 
the enthusiastic Frenchman’s remarks on 
witnessing some notable scene: , Superb! 
Sublime! Pretty Good! 

To all of us comes that moment “When 
-words fail,” and so to save us the tedious 
task of searching thru our ponderous 
Webster, we have compiled a handy little 
WEBSTERETTE, which gives you easy 
access to the choicest words that may 
be successfully employed in the making 
of a good advertisement or sales letter. 


Selected Words For Selling 


Contains the most expressive and con- 
vincing words in the entire realm of human 
thought which may be used to express 


Quality—Advantages—Price 


To the man who writes advertising or 
sales letters this little book is worth real 
money. Pocket size, so arranged that 
—ZIP!—you have before you a complete 
selection of those words which, if cor- 
rectly used, will influence your readers te 
your way of thinking. Price One Dollar, 
Postpaid. 


DALL PUBLISHING COMPANY 


Denver, Colorado 


Denham Building 


The Fight Over the 
Name “Edelweiss” 


In. putting a new product on the market under an old trade name the 
sales department frequently comes in collision with another manufacturer 
who has been using the same name on a conflicting line, as happened in the 
case cited here. It may then be necessary to prove your case in court. Sup- 
pose you were in that position? What shape are your records in? How 


would you make good your contention? 


HAT it may be up to the sales man- 
ager to work out his own salvation 
in trade name monopoly is evident 
as a result of a controversy between John 
Sexton & Company and the Schoenhofen 
Company. Here were two strong and alert 
sales organizations each of which desired 
to transfer to the newly-exploited soft 
drink field the fanciful “Edelweiss” which 
has long been a name to conjure with in 
the marketing of beer. Schoenhofen had 
used the name as a trade mark for beer 
since the year 1886, but Sexton had, with 
Federal sanction, used the word, since 1912 
as a brand for grape juice. Thus, when 
both concerns prepared to branch out with 
the sale of root beer, ginger ale, etc., each 
was able, with a certain consistency, to 
lay claim, by right of inheritance, to “Edel- 
weiss.” The debate has occupied the at- 
tention of the tribunals at the Patent Office 
for some months past and has recently 
been disposed of in that quarter. 


Buyers Confession a Factor 


It is significant that when it came to 
drawing lines of distinction between beer 
and near-beer and root beer and ginger ale 
and grape juice, it was considerations of 
sales custom and buying habit that most 
potently influenced the arbiters at the Pat- 
ent Office. For example, when the U. S. 
Examiner of Interferences sought to fix 
the boundaries between the rival market- 
ing interests he reasoned that inasmuch as 
root beer, ginger ale and light beer are 
beverages which are commonly sold in 
bottles to the consumers and are kept by 
dispensers so that the desires of the con- 
sumer can be readily met, the average per- 
son accustomed to buying beer and cereal 
beverages bearing a familiar sales insignia 
would be likely to be confused by seeing 
the same word on root beer and ginger ale. 
Yet each party to the controversy con- 
tended stoutly that the extension for 
which authority was sought is merely “a 
natural expansion of its business” and so 
the tug-of-war was carried to the oracle 
“higher up” at the Pafent Office. 

In the final tussle, even more clearly than 
in the preliminaries was it revealed how 
and why such a contest is pivoted on a 
record of sales. Under the laws of the 
United States, exclusive title to any trade 
mark presumably rests on “prior use” and 
consequently it is up to each side in a 
debate to show the earliest demonstrable 
use. As evidence to this end there is noth- 
ing to compare with sales records and in 
this soft drink case both sides marshaled 
evidence of this kind. The fatal flaw that 
was ultimately disclosed, and that points 
a moral for sales managers in general, lay 
in the inadequacy of fragmentary sales 
records. 
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Fixing the responsibility on the deficien- 
cies of sales evidence, R. F. Whitehead, 
First Assistant Commissioner of Patents, 
in his final opinion in this case pointed out 
that the testimony of White (a star wit- 
ness) regarding the sales of John Sexton 
& Company was weakened because he 
failed to produce more than two records 
of actual sales. The reviewing authority, 
in effect, admonished the preservation of 
sales records against possible need in court, 
when he remarked: “It would seem that if 
the use of the trade mark on root beer had 
been as continuous as is claimed it would 
have been an easy matter to establish the 
fact by producing sales slips,” 


The Sales Force Was Blamed 


Because of the popular impression that 
there is nothing better with which to for- 
tify good will than the first-hand testimony 
of veteran salesmen who have sold the 
line in the beginning, it may be worth while 
to note, in passing, one of the “slips” in 
the recent maneuvers. Slemp, a salesman 
for John Sexton & Company weakened his 
principal’s case because for all that he testi- 
fied that he had sold root beer under the 
brand it was sought to monopolize, he could 
not tell on what dates his sales had been 
made by way of giving clue to how long 
the mark had been in use on his line. In- 
deed, the deductions of the Solomon at 
the Patent Office seemed to hold the testi- 
mony of the Sexton sales force directly 
responsible in that it did not establish such 
continuous use of the disputed mark as 
would bar the Schoenhofen Company from 
registering it. 

As the broadest kind of a hint to the 
everyday sales manager to cultivate a long 
memory if there is any chance that he will 
ever desire to make a commercial nickname 
more elastic, the Assistant Commissioner 
of Patents, in conclusion, said significantly : 
“While it is well settled that large sales 
are not necessary in order to establish a 
right in a trade mark, since nearly every 
business starts with small sales, it is also 
well settled that there must have been 
something more than an occasional sale, 
since mere adoption of the mark is not 
sufficient ” 


600 Talking Points 


and Selling Arguments. An encyclopedia in 
serial form of tested, sure-fire answers to all 
principal objections salesmen have to answer. 
Nothing like it. One out of many money-in- 
pocket 1920 features of THE BUSINESS 
PHILOSOPHER—The Magazine of Business 
Training. Edited by A. F. Sheldon. Famous 
Contributors. Journal of International Busi- 
ness Science Society. 3 months’ trial, 25c. 
Address: Dept. 51, 36 So. State Street, Chicago, U.S.A. 


Can You Use a 


Salesman of this Type? 


proposition. 


He never gets 


a“ 


He is a capable salesman and can be relied on to get 
the business because he has been thoroughly trained in the underlying 
principles of salesmanship. 


He is the type of man who knows how to open his 
sales talk in such a way as to command attention. His training enables 
him to overcome objections on the part of the prospect that would mean 
a lost sale for a less capable man. 


He can analyze the sales he makes as well as his 
stumped” because his training has enabled 


him to present his proposition logically and forcefully. He is capable 
of “sizing up his man”—his territory and its needs. 


This man—this master salesman—is N.S.T.A. Trained 


This Service Free to You 


and Members 


We have men who have had practical experi- 


ence in Mechanical 


Leading Concerns Use This 
Free Service 


Many of the best known concerns in the United States 
and Canada look to the N. S. T. A. Employers Service De- 
partment for salesmen when vacancies occur or additions 
have to be made to sales forces. We are in a position to 
supply you with any number of salesmen just as satisfac- 
torily as we have concerns like the following: Swift & Co., 
Hammond Packing Co., Armour & Co., Wilson & Co., Cudahy Packing 
Co., Fuller-Morrison Drug Co., Hart Schaffner & Marx, Rosenwald & 
Weil, Beckley Ralston & Co., Sherer-Gillett Co., Selz Schwab Shoe Co., 
Victor Mfg. & Gasket Co., Lever Bros., Corn Products Refining Co., 
Scott Paper Co., Standard Sanitary Mfg. Co., Certain-Teed Products Co., 
Lipton Tea Co., Pillsbury Flour Mills Co., International Harvester Co., 
Devoe & Reynolds Co., Inc., Computing Scale Company of America, 
American Can Co., Burroughs Adding Machine Co., Elliott & Fisher, 
James S. Kirk Co., Royal Baking Powder Co., Arbuckle Bros. 
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Engineering—Electrical— 
Banking — Chemical — 
Wholesale Grocery — 
Packing House Prod- 
ucts—Wholesale Cloth- 
ing— Wholesale Boots 
and Shoes—Paints—Ma- 
chinery — Automobiles 
—Motor Trucks—Hard- 
ware — Plumbing—Heat- 
ing Supplies—Furnaces 


Without any charge whatever we will gladly place you in 
touch with any number of saleenien you 
those we recommend. 
obligate yourself to hire the men we put you in touch with. 
WHO ARE TRAINED TO SELL, then do yourself a good turn by telling us your 
needs in the Coupon below. 


Hundreds of Live-Wire 


Salesmen to Select From 


We have listed with us Salesmen of all 
types, ages and nationalities (the average age 
of our members is twenty-nine years), both ex- 
perienced and inexperienced who have enrolled 
with this Institution in order to better qualify 
for positions as City and Traveling Salesmen 


need. Nor do we make any charge to 


It is part of our Service to Members. You do not even 


3ut if you need MEN 


Stoves—Dry Goods—Auto Accessories—Build- 
ing Materials—Furniture—Stocks and Bonds— 
Real Estate—Food Products and Specialties of 
every nature. 


Use the Coupon—No 
Obligation 


Any reliable concern is invited to fill out the 
Coupon for the attention of our Employer’s Serv 
ice Department. All correspondence is strictly 
confidential and under no circumstances are you 
obligated. As soon as we know your needs we 
will then submit the names of capable men for 
your consideration. Some of them may be located 
within easy reach of your home office. In m 
ing your selection from the men we recommend 
your judgment prevails. Mail the Coupon or 
write us fully with the knowledge that there 
is no obligation or cust. This Service is abso 
lutely FREE to you and our Members. 


National Salesmens |Training Association 


Suite 515-21 Monadnock Bldg. 


CHICAGO, ILLINOIS 


National Salesmens Training Association, Employer’s Service Dept., 
Suite 515-21 Gieentanh Bidg., Chicago, Ill. 


Without obligation, please give us the particulars about members of 
your association for whom you are seeking sales positions. 


We plan to employ additional Salesmen. How many?........ 
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MU tlcuddcdatadicamiebetetscsakavaas tecdendudenceateunede 
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Line... ...-- Manufacturer...... Wholesale Housé 


Salesmen Report Hotel 
Space Is Now at Premium 


Hotel facilities in many cities of the 
country have become so congested within 
the last year, traveling salesmen report, 
that not only is great delay and inconven- 
ience caused the transient population, but 
the future existence of those who make 
their livelihood by travel is being jeopar- 
dized. The matter was brought up and 
informally discussed at the last meeting of 
the National Council of Traveling Sales- 
men’s Association, and it was the consensus 
of those in attendance at the meeting that 
conditions in many of the cities, as far 
as ability to secure accommodations is con- 
cerned, is going from bad to worse. 

It is not alone the high rates that are 
asked by the hostelries located at the dif- 
ferent railroad centers which are a cause 
of complaint by the salesmen, but the ac- 
tual shortage of rooms compared with the 
heavy demand for space at the present 
time. 

The chief complaint is that sample rooms 
in a great many instances have been turned 
over to local dealers or commission agents, 
leaving the traveler who has patronized a 
hotel for years “out in the cold,” as far 
as space to display his line of merchandise 
is concerned. 


SALES REPRESENTATION 


The Manufacturers Sales Ass’n. of In- 
diana is operating an effective selling or- 
ganization in Indiana and_ surrounding 
states, and wishes to represent manufactur- 
ers of high grade commodities. All terri- 
tory thoroughly and efficiently covered by 
high grade men. Address P. O. Box 671, 
South Bend, Ind. 


SALES ACCOUNT WANTED. We 
desire to get in touch with a manufacturer 
of a high grade product who desires sales 
representation in the Chicago territory. We 
offer a very high grade sales ability, and 
desire only an account that will fit in with 
that ability. Article can be either a new 
one of merit or one that is already estab- 
lished. Commission basis only with ex- 
clusive sales representation. R. A. MOR- 
GAN CO., 170 W. Randolph St., Chicago. 
Ill. 


CARTOONS FOR SALESMEN | 


Send for new proof sheet showing new 
sales cartoons by Lew Merrell. All sizes. 
Suited for use in house organs for sales- 
men, salesmen’s bulletins, post card en- 
closures, etc. Cost less than zinc etch- 
ings alone. 
223 West Jackson Blvd., Chicago. 


Sales Managers 
The Manufacturers Sales Association 
of Indiana is a highly developed selling 
and distributing exponent. If you de- 
sire to market or increase the sales of 
your product, we have the organization 
you want. City or State agencies or- 
ganized and supervised. 
MANUFACTURERS SALES ASSOCIATION 


of Indiana 
Odd Fellows Building SOUTH BEND, INDIANA 


The Dartnell Corporation, 


Personal Services and Supplies 


Rates: 25c a line of seven words; minimum $2.00. 


POSITIONS WANTED 


PRESS CLIPPINGS 


Services of a clean-cut, aggressive young 
university trained executive of natural sales 
ability, winning personality and intensive 
industry, available at once. 

Have you a connection with a progressive 
concern, big and active enough to offer ad- 
vancement to a position of administrative 
responsibilities ? 

Get in touch with this live wire student 
of modern principles of organization and 
methods. of management which obtain re- 
sults. Ten years’ practical experience 10 
major branches of big business—account- 
ing, organization, finance, selling produc- 
tion with largest concerns in country. 

Present annual salary $6,000. Real op- 
portunity in commercial world sought. 

Box 501, SALES MANAGEMENT. 


EXPORT SALESMAN, eight years’ ex- 
perience, including one year New York 
and one year in Far East, specialty locating 
sources of business and planning campaign, 
including advertising and traveling. Amer- 
ican, 33, now employed. Pacific Coast pre- 
ferred. Wholesale connections. Four 
years present position. Box 507, SALES 
MANAGEMENT. 


University man having six years’ active 
selling experience is seeking position as 
asst. to sales executive in manufacturing 
line in Chicago. Accustomed to handling 
important matters, sales correspondence 
and sales directing. Salary to start, $2,400. 
Single, age 31. Box 506, SALES MAN- 
AGEMENT. 


‘SALES EXECUTIVES AVAILABLE 
CHICAGO BUSINESS MANAGER, 


high class, wholesale executive. Initiative, 
judgment to decide important things. Years’ 
practical experience, large mfg. mercantile 
concerns, handling salesmen, office force. 
factory heads, adv., credits, finances 
and accounting. Qualified to conduct. large 
business or branch. Clean record, proven 
ability, highest references. Age 41, good 
personality. Salary received $5,000 before 
war. Box 504, SALES MANAGEMENT. 


We are in touch with a sales manager 
with several years of good experience in 
organizations manufacturing popular brand 
automobile tires and with unusually aggres- 
sive specialty manufacturer. Understands 
fully the hiring of salesmen, their train- 
ing, and general sales matters. Desires to 
correspond with a concern of standing re- 
quiring the services of an executive of 
ability. Complete details upon request. No 
obligation. Address E. H. S., The Dartnell 
Corporation, 223 W. Jackson, Chicago. 


SALES MANAGER AVAILABLE for 
Chicago. Executive of broad experience in 
hiring, training and handling salesmen de- 
sires to communicate with concern of 
standing. Recent experience with grocery 
specialty products selling through retailer. 
Particularly good knowledge of Chicago 
market. Full details furnished gladly. Box 
502, SALES MANAGEMENT. 


350 


We read and clip for thousands of 


. busy people the best things on any sub- 


ject appearing in the current daily and 
weekly newspapers. Send stamp for 
booklet or write us what you want and 
our readers will get it for you. Con- 
solidated Press Clipping Co., 604 Man- 
hattan Bldg., Chicago, U. S. A. 


ADVERTISING LITERATURE _ 


If you want advertising that has a 
little warmth and humanness without 
sacrificing dignity or force, I'll feel hon- 
ored by your inquiry. E. M. Dunbar, 
1913 Rowena street, Boston, Mass. 


Statement of Ownership, Management, 
Circulation, Etc., Required by the Act 
of Congress of August 24, 1912. 
of SALES MANAGEMENT, published monthly a 
Chicago, Illinois, for April 1, 1920. 
State of Illinois, County of Cook—ss. 

Before me, a notary public, in and for the stat: 
and county aforesaid, personally appeared Jolin 
Cameron Aspley, who, having been duly sworn a 
cording to law, deposes and says that he is the 
editor of SALES MANAGEMENT, and that the 
following is, to the best of his knowledge and be- 
lief, a true statement of the ownership, manag¢ 
ment, etc., of the aforesaid publication for the date 
shown in the above caption, required by the act of 
Aug. 24, 1912, embodied in section 443, Postal 
Laws and Regulations. 

1. That the names and addresses of the pub 
lisher, editor, managing editor and business man 
agers are: 

Publisher—The Dartnell 
Jackson Blvd., Chicago. 

Editor—John Cameron Aspley, 223 W. Jackson 
Blvd., Chicago. 

Managing Editor—None. 

Business Managers—The Directors of The Dart 
nell Corporation. 

2. That the owners are The Dartnell Corpora 
tion, a stock company organized and incorporated 
under the laws of the State of Illinois, all stock 
being owned by J. C. Aspley, J. W. Asplet, M. D. 
Aspley, C. R. Johnson. 

3. That the known bondholders, mortgagees 
and other security holders owning or holding ! 
per cent or more of total amount of bonds, mort 
gages, or other securities are: 

None. 

4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and secur- 
ity holders, if any, contain not only the list of 
stockholders and security holders as they appear 
upon the books of the company, but also, in cases 
where the stockholder or security holder appears 
upon the books of the company as trustee or in any 
other fiduciary. relation, the names of the per- 
son or corporation for whom such trustee is acting, 
is given; also that the said two paragraphs contain 
statements embracing a affiant’s full knowledge and 
belief as to the circumstances and conditions under 
which stockholders and security holders who do 
not appear upon the books of the company as 
trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this 
affant has no. reason to believe that any other 
person, association, or corporation has any interest 
direct or indirect in the said stock, bond, or other 
securities than as so stated by him. 

JOHN CAMERON ASPLEY, Editor. 

Sworn to and subscribed before me this fifteenth 
day of April, 1920. P. R. MEANS, 

Notary Public. 

(My commission expires March 28, 1923.) 


Corporation, 223 W 


